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HAT was the lead editorial 
in ARCHITECTURAL RECORD for Jan- 
vary, 1941. “The future,” we went 
on, “will be thrilling, vastly impor- 
tant, incomparably great. We stand 
on the threshold of a time to stir 
men’s blood...” 


FOR 51 YEARS THE RECORD 
has been concerned with the prob- 
lems and opportunities, present and 
future, of architects and engineers. 
No more ... no less. 


We've focused our thinking, our 
effort, our every facility, on that 
straight line of service. 


That makes us a “heavy” book to 

the uninitiated. That makes us “too 

technical” for the non-professional 
“too serious,” in fact, for anyone 

except those architects and engineers 

active in the building of America 
. in peace and in war. 


That means editorial features like, 
“What Does Military Design Offer 


the Architecture of Peace” in Jan- 


Architectural Record ..r.w.vovce CORPORATION, PUBLISHERS, 119 W. 40th ST., NEW YORK 





“Make no little plans/’ 


we said 18 months ago 


uary three years ago... “British 
Munitions and Chemical Plants” la- 
ter that year... “Advanced Factory 
Types” 1940...“Vocational Schools” 
a few months later. And, to get up- 
to-date, that means solid “war” issues, 
such as April, 1942, completely de- 
voted to “Wartime Housing.” 


Never have we deviated from that 
straight line of service. That is why 
you can be sure the RECORD is so 
right for today’s needs of active 
architect-engineers . . . and, hence, 
so right for you. 


Today of all times, “Make no little 
plans.” You're sitting next to one 
of the biggest building markets in 
history. The men who are making 
it... active architects and engineers 

. are under terrific pressure. Help 
them, and yourself, and your Uncle 
Sam by using the pages of the paper 
they all read government, in- 
dustry, private practitioner ...ina 
bigger, better way than you've ever 
done. Obligation? Yes! But more 
... this is opportunity! 


WRITTEN FOR WAR-ACTIVE ARCHITECT-ENGINEERS 








WAR BUILDING STRONG 
$498,742,000 






1942 


APRIL 
1941 


Total Building Contracts Awarded -37 State 


—, 


It’s Uncle Sam’s Market! 


Almost 90% of current construc- 
tion volume originating in the 
war program is being executed 
under direct or indirect govern- 
ment control. This is the active, 
unrestricted market for your 
product. Do you know which 
government agencies and depart- 
ments and what men are respon- 
sible for designing, specifying 
and buying wartime building? 
The RECORD knows... because 
the RECORD is reaching al! 
these men. Ask your RECORD 
representative to show you our 
new report on “Who’s Who” in 
Uncle Sam’s building market 
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“Production Promotion to the Front’’—Case 
wdies of a number of interesting campaigns 
ing waged to increase war production, detail- 
techniques employed and material used. 
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“How Westinghouse Built a Condensed Cata- 
g for Distributors,” by J. M.» McKibbin, man- 
ef promotion and training, Westinghouse 
ectric & Mfg. Company. There's a lesson in 
B anticle for every advertiser who sells through 
tributors and has a catalog problem. Factual 
d practical 
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“This is excellent! You can't miss 
what they're offering, and it just 
reaches right up and hands the book 
to you. Everything about it is clear 
and straightforward. The only possible 
criticism is that the list of products 
could have been easier to read. But 
this rates very highly.”’ 


ALLEN-BRADLEY 





“That's a mighty fine drawing of con- 
trols. You can really see all the parts 
and they are clearly explained. It is 
attractive and tells a lot." 


says R. W. WILBRAHAM, Chief Electrical Engineer, UNITED ENGINEERS 
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How to Make Wires and Cables 
LAST LONGER Outdoors . . . 
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“I am going to stamp this as the best 
in the book right now. You can see the 
product clearly, and the way that trade 
mark stands out is excellent — particu- 
larly since it is known the world over. 
Notice, too, how this shows you the 
variation in types of pliers. Very fine!" 








“Here is what | mean when | 
advertising should show the 
and who makes it first off. A 
how well they have shown 
works in The box. This is o fi 


“They tell a good story here — excel- 
lent in view of today's conditions. 


They're practical suggestions, too." 
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AND BACKED BY A 
WERITAGE OF QUALITY 
WEL KNOWN TO 
tvery user oF 
POLE LINE HAROWARE! 
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MOLONSY SLECTRIC COmrAs 











“Good, clear picture and fine headline 


because it tells who makes it. "’ 













Mr. 





“Those striking pictures would stop me any day. This is really 
a’ dramatic-looking job that commands attention." 


Wilbraham is typical of Electrical 
World's readership among consulting and 
construction engineering organizations — 
companies that are doing the big conver- 
sion and new-plant war work. Add to this, 
World's major group of readers in utilities, 
in government agencies, plant engineers, 
etc. It's a potent combination that is one 
reason why good advertising pays in Elec- 
trical World! 
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Fruchauf Educational Advertising 


War production program as well as entire truck-trailer 
and transport industry benefits from unselfish effort 


@ THIS is not a mystery story—un- 
less being faced with a series of seem- 
ingly hopeless situations and not 
knowing the way out can be called a 
mystery. 

Our company, with very little 
warning, found itself face to face with 
the fact that the sale and delivery of 
its product were “frozen” by govern- 
ment order. In stock or in process of 
production were some two thousand 
truck-trailers—freighters of the high- 
ways—purchased in good faith by our 
customers. They couldn’t have them. 

The story of what happened is, per- 
haps, a story of what can be done 
through the use of publicity* in vari- 
ous forms. We say “perhaps” merely 
because no one can prove what one 
thins or combination of things actu- 
ally brought about the desired results. 

[he freezing of our sales and deliv- 
eries was effective Jan. 1, 1942. But 
our troubles, like those of most manu- 
facturers, started several months be- 
tore. Since it was then that we 

ity’’ in this case, for simplic- 


refers to advertising, printed 
newspaper and magazine re- 


CARs 


STRIAL MARKETING, June, 1942 


By W. D. WISE 


Manager, Advertising and Sales 
Promotion, Fruehauf Trailer Com- 
pany, Detroit 


started the shift in our publicity 
themes—a shift which became all-out 
after the freeze—it is necessary to 
back-track somewhat in order to pre- 
sent a complete picture. 

In 1941 we were confronted with 
the knowledge that in spite of an ex- 
cellent sales record over the years, we 
had been lax in cultivating a market 
which now had assumed major propor- 
tions—the U. S. Government. 

The government was buying motor 
trucks in huge numbers. It wasn’t 
buying truck-trailers. Thanks to our 
own lack of foresight, it knew very 
little about truck-trailers. 

On top of that, it wasn’t long be- 
fore the allocation of materials on a 
priority basis—steel in particular— 
started putting us behind the well- 
known eight-ball. We didn’t have a 
priority. Why should we when those 


in authority had been given only an 
inkling of the important part truck- 
trailers played in our national trans- 
portation structure? It was time to go 
to work—and fast! 

The obvious course was to provide 
Washington with the facts on the im- 
portance of the truck-trailer. But 
upon studying the situation we ar- 
rived at this conclusion: 

“It seems that most people are go- 
ing to Washington with blood in their 
eyes determined to convince official- 
dom that their product is vitally need- 
ed and is approaching Washington 
accordingly. Considering that ade- 
quate transportation facilities are 
basically essential to our country’s 
defense—it was defense at that time— 
and that the bulk of truck-trailer 
sales are made to the motor transport 
industry, the backbone of over-the- 
road freight movement, we must make 
sure this industry is not hampered. 
Let’s just present the facts in a simple, 
logical, easy-to-grasp way.” 

Right here the question which prob- 
ably comes to the reader’s mind is, 
“Why should you take it upon your- 
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*® Defense Production, as well as direct Army and 
Navy preparedness effort, is putting hearty responsibility 


on the motor transport industry because 


© Motor transport is flexible—it 
quickly edjuets te ever-« 

-~ i 7 

@ Motor transport is fest — on many 
heute it's even fester then the 
United States mails. 

@ Motor transport is efficient— 
direct door-to-door havis mean less 
handing, less possibility of dom In yay om Blair Transit Co 
eee. less contusion, less labor cost ae ave oe ads 
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ville, and boned pines from the plant 
whe b we some moles from « rasdtroad 





Here, briefly, are some direct, impor lefense production plants ia Amenca 
tant defense transporting jobs being In New Jerey—New York and 
done by just a few companies that AS New Brunswick Auto Express Co 

- ec hauls to and te rm such plants 
are generally typical of the thou ry -p 


sands of users of Fruchauf Trailers 





vation Ge 





In Otiehene—-M & D Motor Multiply these few experiences by 
several thousand, and you begin to 
get the picture of the job motor 
om, Ie transport is doing and the 
reason why this industry will con 





» carbon ter gas marks tinue to be a front-line weapon in 


a in Pennsyleanio—New York & the Battle of Production! 
ee prey batts,  — Wrerld’s Largqeet Builders of Track-Treilers 


PRUEHAUF TRAMER CO., DETROIT 
Sales and Service in Principal Cates 
Fecteres Detret Kansas City Los Angetes [erento 
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ENGINEERED yaanercerarion 


motes teawsroer ts essemteat TO MATIOCOHWAL OEFENSE 


Exhibit A—Fruehauf's knowledge of trans- 
portation problems is reflected in this gen- 
eral media copy which appeared long be- 
fore Pearl Harbor. This was the opening gun 
in the campaign to educate Washington 
and America as to the essentiality of ade- 
quate motor transportation facilities in war 


selves single handed to worry about 
this? Why not let the motor transport 
industry do its own fighting through 
its trade association? Or, at least, why 
not organize all trailer manufacturers 
to do the job?” 

And that’s a complex question. The 
motor transport industry’s association 
was performing its duties as it saw 
We, in fact, 


tributing members. 


them. were and are con- 
But speed was im- 
perative; an association with thousands 
of members has multiple problems to 
handle; and there are many things an 


individual company, spending its own 


money, can do and say which would 


never be permitted an association. 
As to the second point, there was no 
associa- 


truck-trailer manufacturers’ 


tion and the urgency of the problem 
prohibited waiting until one could be 
But this was eventually 


eftec- 


organized 
done and it is now functioning 
tively. 

we didn’t have 


On top of all this, 


to guess about the advisability of 
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fighting for our customers’ or our 
industries. For years 


Fruehauf had been doing 
this—spending thousands of dollars to 


competitors’ 
Harvey C. 


foster the growth of an industry he 
knew was serving the public well. 
And in so doing, our company pros- 
Didn’t it stand, therefore, that 


if we aided motor transport in its new 


pered. 


dilemma, we could expect the basic 


” 


law, “He who serves best .. .” to 


guarantee that, at least, we would not 
lose by our efforts? 

In August, 1941, three 
of seven general and business maga- 
Business, 


of our list 
zines—Newsweek, Nation’s 
United States 
from our normal 


News—were entirely 


divorced program 


and were devoted entirely to telling 


Washington and America that “Motor 
Transport is Essential to National 
Defense.” (Exhibits A and C.) 


In addition, a nationwide telegraphic 
survey was made among our largest 
customers to determine what percent- 
hauled was 
Around this 


age of the freight they 
direct defense materials. 
information was built a special presen- 
tation which was shown, in personal 
interviews, to key men in Washington. 
Supplementing this, a barrage of 
editorial and news stories was released 
to newspapers and magazines all over 
the country. 
Further, a “spot” in the coupon cor- 
ner of all other consumer media ads— 
Evening Post, Col- 


Busines s Week, 


in the Saturday 


lier’s, Forbes—was de- 
motor 


(Exhibit 


voted to telling again the 


transport industry’s 


B. ) 
Rounding 


story. 


out the program, the ads 
being run on behalf of motor trans- 
port were reproduced with an explana- 
tory message and run as paid adver- 
tisements in the various state trucking 
association magazines which reach the 
members of the industry itself. (Ex- 
hibit C.) 

In the Fall of 1941, 
of trucks and 


manufacturers 
truck-trailers were 
granted what was ther a high priority 
covering all material purchases. 

But, shortly after the granting of 
the priority came another government 
edict restricting production of light- 
duty trucks and truck-trailers to, in 
our Case, sixty per cent of the normal 
production rate. 

Considering the fact that no limita- 
tion had been placed on heavy-duty 
truck production, it was obvious we 
still had a job cut out for us. 

Motor transport had gained recogni- 


tion, but we had not made it clear that 
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Exhibit B—The importance of the motor 
transport industry to national defense was 
emphasized with short case stories in the 
coupon corner of the general media ads 








the success of motor transport opera- 
tors depended on the use of light-duty 
trucks pulling trailers. 

Again a shift in our publicity was 
called for. And, 


was truck-trailers, 







since the issue here 






we were in a posi- 






tion to widen the scope of our educa- 
tional effort. To Newsweek, Nation’s 
Business, and United States News, 
originally devoted to educational copy, 
were added Business Week, Forbes, 
Collier’s, the Post, and business maga- 
zines such as Fleet Owner, Commer- 


cial Car Journal, Traffic World, Fur- 















niture Warehouseman, D&W, Motor 
Truck Journal, National Petroleum 
Neu S. 
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Exhibit C—This page from a state trucking associd 
zine shows how Fruehauf merchandised ‘he = 
industry by reproducing a current gen te 
statement from Mr. Fruehauf as to the crevity ° 
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contribution to civilian welfare and to 
our defense program. 

\ new telegraphic survey was made, 
among trailer users, this time on the 
importance of truck-trailers to the 
motor transport industry. A new 
forty-eight page presentation, called 
“America’s Answer—Production,” was 
built around the facts received and 
was widely distributed. (Exhibit D.) 

On Dec. 4, 1941, Donald M. Nel- 
son, then priorities director, removed 
all restrictions on the production of 
truck-trailers with the satisf ying state- 
ment that such trailers “provide the 
most economical form of commercial 
highway transportation, both from the 
standpoint of cost ahd metals con- 
sumed.” 

We breathed easier—until Jan. 1! 
The new year started with the freez- 
ing of all truck-trailer sales and deliv- 
eries until a rationing system could be 
established. The date for the “unfreez- 
ing” was estimated as Jan. 15 (actual- 
ly it occurred on March 9). 

Now our problem took an entirely 
new aspect. Where once we were con- 
cerned over the fate of motor trans- 
port—first, because the extent of its 
importance wasn’t recognized; second, 
because production of its number-one 
business tool, the truck-trailer, had 
been curtailed—now we could foresee 
a national transportation breakdown. 
And our country was at war! 

True, truck-trailer production was 
still unrestricted, but continued pro- 
duction without deliveries soon be- 
comes a financial impossibility. 

Then, too, our company, like most 
others in the trailer industry, was con- 
verting facilities as rapidly as possible 
for production of trailers for our 
armed forces, a volume which we 
feared might eliminate production for 
“behind-the-lines” transportation en- 
tirely. If that was to happen, weeks of 
Production time were being wasted, 


time which should be used to build up 
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HERE'S the sitvation focing all of vs whe ore concerned with 
ew country's wer-time transportation problem and partic 
vlerly with Truck Treder tronspertetion and equipment 


Truck ond Troiler sales ond deliveries were “frozen” Jonwory As ths is written 


Febrvory 17) the most recent extension of the “freeze order wos to Febrvory 28.° 


> The “freezing” of Troller soles occurred in spite of the fact that (o) lost November 


Truckh-Troiler manvfocturers were granted on A-3 priority roting for the purchose of 
moterno! ond |b) on December 4 Doncid M Nehon then Priontes Dwector ordered the 
remove! of off restnchom on the produchan of Truch Trader ond publicly voted thot 
Troders prowde Me most economco! form of commercol highway tromportoton bom 


trom We stondpow! of cost and metal consumed 
There is no “freeze” order on rail freight cors, and rightly so. Yer 


type of job on the hghwoy—end stotistics show thot o Tro: 
work thon o ra: freight cor on exther 0 tonnage oF © ton mul 
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A MESSAGE TO OPERATORS OF TRUCK-TRAILERS. . . 
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Ws mportent to build the needed odditonal Toler) now betore | become: mperotve 
for Trailer monvlocturers to convert their plants more completely .. possibly 100% . . 


for wor materia! production 


» Why does the present sitvetion exit? Lorgely becouse users of Truck-Troilers hove not, 
over the yeors ocquomted Werhagton with the foch ‘egording the vitol job bemg done 
by motor tromport much of whch con be done ony by motor transport The olroods 
of Amerca hove on the other hand. done ths ond Washington hor accordingly mode 

the correct decmon with respect to ther needs 


83> Whet hove we done! For the pos! yeor we hove kept in close touch with of! develop 
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to the night people there These eflorts hove been supplemented by magorme odvertning 

PM and other affected agencies The 
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“ 
Engineered ‘ . TRUCK -TRAILER TRANSPORT IS DOING 
Tranopo tiation AN ESSENTIAL JOB FOR ALL AMERICA 


Exhibit F—Truck fleet owners were apprised of the significance of the freeze order in copy like 
this, which also told what Fruehauf had been doing about the matter in its educational pro- 
gram and suggested that operators could help best by working through their trade associations 


a stock of trailer-trucks for civilian 
use. 

No sales, no deliveries, no collec- 
tions—but we didn’t stop advertising! 

There were still two important jobs 
to be done: (1) strive to hurry up the 
(2) work 
toward preventing an eventual bottle- 


unfreezing of deliveries, 


neck in the movement of materials 
through lack of haulage equipment. 

Several angles of educational ap- 
proach were decided upon, depending 
upon the audiences being reached. 

To the readers of United States 
News, factual messages on how truck- 
trailers conserve materials—with direct 
reference to the “freeze” —were rushed 
into print. (Exhibit E.) 

In The Saturday Evening Post, Col- 
lier’s, and business magazines, our 
theme was changed to “Another Ex- 
ample of How Truck-Trailers Are 
Aiding America at War,” and _ the 
messages were built around actual cus- 
tomer case histories. 

In magazines reaching truck fleet 
owners (our customers) the current 
situation was explained and a bid made 
for their assistance. (Exhibit F.) 

Editor and Publisher was added to 
our schedule as a means of getting our 
story to the daily press. (Exhibit G.) 

Readers of Transport Topics, na- 
tional newspaper of the motor trans- 
port industry, were told how a trans- 
portation bottleneck could be avoided. 
(Exhibit H.) 

Coincidental with this advertising 
program, as usual, were news and edi- 
torial releases to newspapers and maga- 
about Fruehauf 
trailers, but about trailers in general. 

And, once more, a study was made, 
new facts uncovered. Again a printed 


zines—not stories 


twenty-four page “case” was distrib- 
uted—by mail as well as personal con- 


tact this time—to the men we wanted 
to reach. 

As this is written, the sale and deliv- 
ery of 
frozen, a rationing program now be- 
Further, all evidence 
points to the fact that steps will be 


truck-trailers is no longer 
ing in effect. 


taken to insure truck-trailer produc- 
tion for civilian use, particularly for 
freight movements to and from war 
production plants. 

Now, in an attempt to look still 
farther ahead, a shift in our objectives 
is once more under way. 

The production of light and me- 
dium-duty trucks has been stopped. 
These are the vehicles required to pull 
trailers and some day the present stock 
of new units will be gone. 

Therefore, as shown in Exhibit I, we 
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Exhibit E—This copy was directed toward 
“unfreezing” trailer deliveries by focussing 
attention on how truck-trailers conserve ma- 
terials, rubber, gasoline and speed deliveries 
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Exhibit |—Fruehauf copy like this now running in general 
media and business papers is advancing the idea to truck 
owners that they act now to increase their haulage capacity 
by converting trucks for truck-trailer operation. The panel at 
the right gives five ways truck-trailers help to win the war 
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converting their present trucks into 
tractor-trucks for pulling trailers, 
thereby doubling each unit’s produc- 
tive capacity. Further, we are suggest- 
ing that each new truck in dealers’ 
stocks all over the country be sold for 
use with trailers. 

And, even though these messages are 
so written that any trailer manufac- 
turer could sign them, we'll probably 
be accused of grinding our own axe 
on the pretext of thinking about our 
country’s welfare! The only answer 
we have to that one is that right now 
we have enough government business 
to keep our factories running to full 
capacity for quite a spell—but trailers 
in the front lines carrying armaments 
and soldiers are of no use if the men 
who build the tanks, guns, and air- 
planes can’t get materials through lack 
of truck-and-trailer units to haul 
them. 

The foregoing is submitted as one 
example, at least, of where a company 
found that it’s a pretty good thing to 
live by the rule: “The dificult we do 
immediately; the impossible takes a 
little longer.” 

As stated, no one can say whether 
it was personal contact, advertising, 
printed material, or public education 
through the 
efforts or somebody else’s, as a matter 
of fact—that 


editorial pages — our 


succeeded in solving 





16 


each of the several problems described. 
Probably no single one of them. Per- 
haps, in fact, the solutions would have 
automatically come about by virtue of 
their inherent soundness, in which case 
we are satisfied to feel we merely hur- 
ried them up. 

But aside from all that, it seems to 
us there is a very practical lesson here 
for all those who say, ‘““We have noth- 
ing to advertise.” 

Much has been written on that sub- 
ject, but couldn’t the list of possibili- 
ties be lengthened considerably if ad- 
vertisers explored their situation from 
this standpoint: ‘Maybe there’s a prob- 
lem confronting my industry—mine 
and my competitors——which our ad- 
vertising could help to straighten 
out.” Or “Maybe there’s a problem 
one important group of my customers 
is facing where I could be of assist- 
ance.” 

It’s not quite human, admittedly, to 
automatically think along these lines, 
particularly the former. But, believe 
us, it is good business. 

After all, no matter how altruistic 
you really are—and you should be very 
much so, and sincerely so, or you'll 
have trouble doing the job—you can’t 
escape doing a dividend-paying piece 
of work for your own company. 

For example, our recent advertise- 
ment, “America’s Trucks Can Move 
Millions of Additional Tons of War 
Material!” (Exhibit I). This was pre- 
pared immediately after Washington’s 


announcement that production of 
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Exhibit G—So that editors of the daily press 
would understand the importance of truck- 
trailers in the transportation problem, copy 
of an elementary nature was run in “Editor 
and Publisher" to reach the news handlers 
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Exhibit H—The motor transport industry was 
given a factual picture of the danger faced 
in the freezing order and told how conver- 
sion of light trucks to trailer-tractors would 
help to avoid a transportation bottleneck 


light and medium-duty trucks had 
been stopped. 

Through the use of trailers, the ma- 
jority of such trucks now in operation 
could be made to do double their pres- 
ent work. Was this an idea 
should have been kept from people be- 
cause we might be suspected of chi- 
canery, or because it might help our 
competitors? We didn’t think so, and 
the message was made as anticommer- 


which 


cial as we knew how to make it. 

Yet, for those truck owners who are 
strangers to trailers, we certainly 
couldn’t be criticized for saying, “The 
nearest Fruehauf branch will give you 
full details. The job can be done, if 
you wish, at any Fruehauf service 
station.” 

But it must be admitted that by so 
doing we may garner some very desir- 
able business for our service depart- 
ments! 

Or, forgetting that, supposing this 
particular message does convince sev- 
eral hundred truck operators they 
should become truck-and-trailer op- 
erators instead. Isn’t it likely they will 
think first of the company which 
gave them the idea and come to ws 
for their trailers? 

Going further, every one of such 
companies desiring a trailer must make 
application through its local allocation 
office. Isn’t it desirable to us to have 
the various rationing authorities >¢- 
come more and more trailer conscious? 

And isn’t every new customer who 

(Continued on Page 102) 
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By W. S. ACUFF, Jr. 


General Sales Manager 


Keasbey & Mattison Company, Ambler, Pa. 


How Keashey & Mattison Utilizes Sales 
Depnariment in War Effort 


@ KEASBEY & MATTISON Com- 
pany has endeavored to develop a 
War Effort Program that will be 
beneficial to all concerned; and par- 
ticularly to the United States gov- 
ernment and its various agencies. 

We attempted to orient our think- 
ing back in the Fall of 1939 in rela- 
tion to what we could do specifically 
to contribute to the Defense Program. 
The plans we evolved then have stood 
us in good stead, particularly since 
Dec. 7, in our war effort. 


It was impossible to foresee the 
many exigencies that would occur 
from time to time, but having devel- 
oped our basic plan, which was an 
all-out effort to contribute to defense, 
the problems that arose from day to 
day were not hard to conquer. The 
first basic problem was to organize 
the field sales effort to obtain as rap- 
idly as possible maximum information 
regarding requirements for the prod- 
ucts we manufacture (all types of 
asbestos materials) in the defense and 
war effort. 

A definite Information Flow Pro- 
gram was established. Control of this 
program was placed in the hands of 
the interested sales department man- 
ager controlling the materials at the 
hea’quarters of the company, and 


as cich individual sales representative 
in the field supplied sufficient data 
reg: ding a specific usage, this infor- 
Matton was immediately broadcast by 
the «les department manager to the 
enti:: sales force, so they would be 
on lookout for this type of busi- 


ness ind be in a position to give en- 
gine ing service without delay to 
the nany buyers throughout the 
Cou 


v. 
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Operation of Information Flow Program and Priority 


Department is key factor 


This activity fortified our company 
with knowledge that was invaluable 
as the defense and war effort program 
expanded, and it was invaluable also 
to the buyers in the field, as it placed 
with them actual performance and 
usage knowledge that would have 
taken days, weeks, or months, to de- 
velop, if the information had not been 
available to the sales force as it was 
gathered daily. This work rapidly 
expanded, not only from a knowledge 
of usage standpoint, but also from the 
standpoint of order handling and pro- 
curement, which again reduced the 
time necessary to establish sales, and 
deliver materials as scheduled. 


This basic knowledge proved in- 
valuable again to the production de- 
partments of our company, as it en- 
abled the sales department to help in 
the procurement of essential mate- 
rials required in the manufacture of 
our commodities and enabled us as 
well to work closely with the plan- 
ning and production divisions, so that 
deliveries of materials would be made 
on the schedules promised, and no 
unusual or unnecessary delays would 
occur in servicing our efforts to fur- 
ther war production in this country. 

If this close coéperation and knowl- 
edge had not been used, the resulting 
confusion in planning, production, 
delivery, and sales would have been 
paramount to a catastrophe, as our 
customers, private and public, would 
have quickly decided that our organ- 
ization either did not know how to 


in planning and production 


run its business, or was not suf- 
ficiently interested in the defense and 
war problems to make a codrdinated 
effort worth while. 

As priorities came more and more 
into the picture, and as critical ma- 
terial after critical material was added 
to a list of hard-to-get products, the 
basic planning and the dissemination 
of the information developed from the 
basic planning back in 1939 quickly 
proved itself again. This enabled the 
purchasing department to function 
correctly in the procurement of crit- 
ical materials through the correct 
application of priority extensions, and 
enabled the production and planning 
departments to rely on that knowl- 
edge; thus eliminating many bottle- 
necks in production which would have 
occurred if we had not known the 
procedures to follow in obtaining 
critical materials required in manu- 
facture. 

Early in 1941 it was quite evident 
that correct procedures could not be 
carried out unless a priority depart- 
ment was established and functioned 
correctly. To this end we estab- 
lished such a department, and with 
the background of knowledge already 
obtained and available of the many 
problems surrounding war effort, our 
priority department quickly and easily 
oriented their activities so they not 
only were able to help in the procure- 
ment of materials for our own use, 
which in turn went into war produc- 


(Continued on Page 72) 
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The First Time Ever Told 








Clearly Defined Sales and Advertising 
Tashs Guide Dows Marketing 


Departmental sales groups, business papers, and gen- 


eral media advertising are utilized in specific roles 


@ IT WOULD, without doubr, be 
possible to present the advertising and 
sales activities of The Dow Chemical 
Company as a highly involved and 
complicated process. Certainly, to 
those gaining their first glimpse into 
the ramified character and applica- 
tion of Dow products, this assumption 
is almost an instant reaction. 

Producing close to 500 chemicals 
that serve thirty-six distinct indus- 
tries, the Dow sales problem is intri- 
cate and covers plenty of territory, 
literally and figuratively. And yet, the 
truth is that the task is no more difh- 
cult than is faced by many manufac- 
turers concerned with but a single 
product for a single market, once the 
problem is seen clearly as a whole. 

In simple terms, the Dow market- 


ing program 1s similar to a series of 


jig-saw shapes that, fitted together, 
form a composite whole which is 
Dow. Some of the pieces are quite 


standard in pattern, some are new and 
different, some are large, and some are, 
as yet, small. But, they are all com 
posed of the same material—chemi 
cals. All are related to each other for 
they all stem from a single group of 
raw materials. 

Under normal conditions—and this 
should be the basis of any discussion 
—Dow is doing business with practi 
cally every important industry in 
America. Let us examine a few of 
its customers in order to see the pic 
ture clearly. 


The great petroleum industry, for 


18 





By R. A. BREWER 


Vice-President, MacManus, John & 
Adams, Inc., Detroit 


example, both producing and refining, 
takes advantage of various Dow chem- 
icals. Ten years ago Dow developed 
a special technique for applying cer- 
tain chemicals to increase the re- 
covery of oil. This was a new en- 


deavor, regarded at first with skepti- 


Today, 


chemical service for oil and gas wells 


cism by hard-bitten oil men. 


is a recognized phase of the oil busi- 
ness. 

Other Dow chemicals are involved 
in oil refining processes and, even 
more notable, from the waters of the 
Atlantic Dow produces the anti- 
knock ingredient that makes possible 
ethyl gasoline. 

From oil, let us jump to fruit grow- 


ing. In the great apple growing re- 





Dow advertising in general media, employing the effectiveness of full-color illustrations, Pp *y° 
the role of building a backdrop for the personal sales effort and the highly specialized copy 


in business and technical journals. It is designed to talk over the shoulder of the mass r 
to the specific customer of Dow in thirty-odd individual markets. It supplies a rounded p 
of the full extent and importance of Dow as a chemical producer, thus adding prestige 
importance to the sales effort in any given field and a broader respect for the name of 


Jer 
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Dow is evidencing the same bold, unorthodox approach to its selling 
it has to chemical production. Never content to ‘do things as they've 
rays been done,’ willing to tackle the ‘impossible’ as is so impres- 
sively evident in Dow’s successful extraction of magnesium from the 
salty waters of the sea—Dow is adventuresome, ready to explore more 


productive formulae for sales.” 


gions, in the lemon and orange groves, 
other Dow chemicals fight destructive 
pests and promote profit-producing 
crops. 

It’s just a step from fruit to other 
foods. In the long list of Dow prod- 
ucts are special fumigants for treat- 
ing grains, flour, dried fruits, and 
packaged foods, in storage, or transit, 
protecting them against weevil and 
other infestations. 

A radically different market is the 
creatment of gravel roads with a 
chemical that draws moisture from 
the air, keeping them dustless, firm, 
and trouble-free. Here Dow is work- 
ing in close harmony with state and 
county road officials. 

Or, we could consider the perfumer 
and his part in many products such 
as soaps and toilet preparations, for 
Dow is prepared to supply him with 
a group of synthetic aromatics. 

Paper, textile, lumber, mining, 
paint, leather, rubber, pharmaceutical, 
and numerous other industries are all 
of importance to Dow as consumers 
of one or several chemical products. 

Notable, of course, is Dow’s de- 
velopment and sponsorship of mag- 
nesium in the metal consuming in- 
While 


metal—seems foreign to the general 


dustries. this product—a basic 


conception of chemicals, it results, 


nonetheless, from a chemical process. 


Currently, magnesium is of utmost 
strategic importance in the building of 
our fighting aircraft due to its ex- 
ceptional lightness. 

Equally sizeable in the Dow oper- 
ations is the family of plastic mate- 
rials which, alone, embrace highly di- 
Vergent market opportunities. Dow’s 
transparent ethylcellulose sheeting, for 
example, is of vital interest to the 
packaging producers while its latest 
development, tubing of Saran, de- 
signed to replace metal and rubber 
tubing, gets into the plumbing field, 
among others. 

It would be an almost endless story 
to cover the extensive individual mar- 
kets that are open to Dow products. 
One need only consider the tremendous 
bearing of modern chemistry on cur- 
rent technological advances to meas- 
ure tne total market of this important 
chem:cal producer. 
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What is Dow’s approach to this prob- 
lem? First, of course, it maintains 
departmentalized selling groups that 
concentrate on individual or related 
products. In the instance of prod- 
ucts serving in several fields the sales 
effort may be even further specialized. 

As would be expected, Dow utilizes 
technical publications on a large scale 
to carry the story of its many prod- 
ucts. During 1942 it is using over 
150 publications of this type. This 
advertising keeps hammering away at 
the specific virtues of the product as 
it applies to the industry in question. 

Many an advertiser of technical 
products has felt that under like cir- 
cumstances this, plus normal direct- 
mail, constituted the limit of promo- 
tional activity—but not Dow. 

A few years ago Dow recognized 
that this plan left a big job still un- 
done—the job of selling Dow as a 
major factor in American chemical 
production. It visualized an over-all 
job that went beyond individual in- 
dustries, that set out deliberately to 
secure for Dow the recognition it de- 
served as a constructive force in chem- 
ical research and development. 

Perhaps this phase of the Dow sell- 
ing program can be best illustrated by 
taking a typical instance. Before 
Pearl Harbor, one of Dow’s growing 
markets was the dry cleaning indus- 
try. Producing special synthetic dry 
cleaning solvents, Dow had succeeded 
in winning several thousand dry clean- 
ers to their use. Following the stand- 
ard procedure, it has accomplished this 
through a 
force in the field plus advertising in 


thoroughly trained sales 


the two leading journals of that in- 
dustry. 

From purely practical considera- 
tions, both the advertising and the 
sales force had a definite job to do— 
sell the products. 


paint formulators, apple growers, road 


Dry cleaners, like 


builders, or perfumers are concerned 
(Continued on Page 68) 


With the background work cared for by 
copy in general media, Dow advertising in 
some 150 technical and business journals is 
left free to concentrate on the properties, 
uses and advantages of the materials being 
advertised, thus backing up the personal ef- 
forts of the departmentalized sales groups 











How Manning, Maxwell & Moore works with distributors 
to function under priorities and prepare for tomorrow 


| Lif, ° Hit W/ J, R / ti thé 
Under Wartime Conditions 


@ LAST WEEK one of our salesmen 
and I called on some four dozen of 
our jobbers. We didn’t 
orders from them as they are mill 


want any 


supply jobbers and shortages of crit- 
ical materials are making it increas- 
ingly hard for them to obtain our 
products—Ashcroft Gauges, Hancock 
Valves, American Thermometers, and 
Consolidated Safety Valves—without 
fairly high priorities. The present 
shooting can’t last forever, and when 
it’s over and wartime demands are 
a thing of the past, we are counting 
on our jobber organization to save 
the day for us. 

It’s true that some of our loyal 
jobbers are located in sections of the 
country that as yet have not been in- 
volved to any great extent in war 


This 


bers are faced with the very serious 


production. means these job- 
problem of, “How are we going to 
get replacement stocks necessary to 


And, frankly, 


if the earnest endeavors of the WPB 


keep us in business?” 


to spread subcontracting do not reach 
into the areas of these unfortunate 
jobbers, we don’t know either what 
is to become of them. 

Our management does not believe 
any good is to be accomplished by 
emulating the ostrich and attempting 
to ignore these headaches with which 
our jobbers are confronted and har- 
assed. So, we keep right on making 
just as many calls on our customers 
and our jobbers as we did back in 
the days when we really tried to get 
an order on every call. 

Actually there was not a great deal 
we could do for these fifty jobbers 
(unless they had high priority orders). 
They are entitled to a great deal of 
because, 
they thoroughly appreciate that win- 


praise without exception, 


20 


By LOUIS H. BRENDEL 


Manager Jobber Distribution, Man- 
ning, Maxwell & Moore, Inc., Bridge- 
port, Conn. 


ning the war is far more important 
than shipping products to them for 
their non-war-production-plant-cus- 
tomers. The fact that we are con- 
tinuing to call on them just as reg- 
ularly as we did before is impressing 
them favorably. We were congratu- 
lated repeatedly with different vari- 
ations of this statement: “Well, even 
if you can’t ship us as much as we 
want, and the shipments you do make 
are slow, you and your representative 
still come around and see us regularly. 
Some of our vendors haven’t been in 
to see us for six or eight months. At 
least you birds aren’t afraid to show 


up. 
Explains Priorities 

As those who distribute through 
jobbers priority 
regulations have been changing con- 
We have tried to grab and 


” 


mill supply know, 
stantly. 
digest every new angle in this all- 
important field and shoot it out to 
our salesmen and jobbers. For exam- 
ple, we were able to get out informa- 
tion on the new PD-1X form some 
little time before the monthly trade 
journals carried it. 

We have just issued a sixteen-page, 
6x9-inch book, Mobilize 
Production for Victory,” in which we 
interpret the situation as concisely as 
It is distributed to our sales- 
men and jobbers. The text analyzes 
the principles of the priority system, 
tells how it works in our company, 
explains the Production Requirements 
Plan, extension of preference ratings, 


“Priorities 


possible. 





illustrates forms to be used, tells how 
we must schedule production and de- 
liveries with regard to preference rat- 
ings, etc., and other details. The 
thought in back of the piece is pretty 
well expressed by a footline appear- 
ing on each page: “Before you criti- 
cize or complain—UNDERSTAND.” 
And we feel it is part of our job to 
help our distributors understand. 
Another thing we’ve found impor- 
tant in dealing with distributors is 
to explain a situation honestly to them 
if you want them to go along with 
you. Above all, never try to pull 
the wool over their eyes or deceive 
them. Practically without exception, 
if you find you have to “include a 
distributor out” on a deal of any kind, 
go to him and explain honestly why 
this is necessary; he'll go along will- 
ingly with your decision. This is 
truer today than ever before. Come 
clean with your jobbers, and they'll do 
the same for you. We try to do this 
both through our field men and by 


letters. For example, here is a re- 
port we mailed to our jobbers yes- 
terday: 


A FRANK REPORT 
TO OUR JOBBERS 

In these days of priorities and 
out” war production, how are our | 
bers doing? 

Well, sir, in addition to our constant 
increasing war output, our shipments 
you jobbers were up 35% during 194 
over 1940. What's more, we were 
good shape insofar as the amount of u 
filled jobbers’ orders we had on hand 
the start of this year (about two mont 
output at today’s rate). 

And, for the first three months of 
year (1942) our shipments to jobbers 
better than 12% ahead of the same 
riod last year. 

We realize that you could sell still m 
MM@&M products if you could get thé 
We're doing our darnedest to meet t 
terrific wartime demand for Ashe: 
Gauges, Hancock Valves, American TI! 
mometers, and Consolidated Sat 
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Valves. Our shipments are now going 
at a rate of five times what we made 
1929. Last month's shipments were 
times what they were in one of the 
months back in 1932. 

Our advertising program in The Sat- 
lay Evening Post is being stepped up 
to help insure your future sales of 

MM&M Products, when the shooting is 


ver 


So, even if sometimes it seems as 
though our deliveries are slow and we 
worry you about priorities, we want you 
to know what the score is and that our 
jobbers play an important part in our 

ture today and in our postwar plan- 


In the past it has been our custom 
to write personal letters to our job- 
bers at the end of the year telling 
them how they did in comparison 
with the average increase of all job- 
bers’ sales. This year we modified this 
slightly due to conditions. We would 
only be sticking our neck out if we 
wrote a jobber today and said (as we 
might normally do), “The average in- 
crease of jobbers’ sales last year was 
48%, but your increase was only 5%. 
Unquestionably this is partly our 
fault—and we’d appreciate it a whale 
of a lot if you’d tell us frankly, with- 
out pulling your punches in any way, 
how we can help, etc.” 

It’s all right to write a jobber now 
and congratulate him on being above 
average. But you are asking to have 
your “ears beat down” if you try the 
approach above to the below-average 
jobber. For he’ll probably come back 
at you saying something like this, 
“Well, you big so-and-so, if you'd 
shipped the orders I did send you in 
less than from two to six months, my 
sales would have been higher than 
they were, etc.” So we steer clear of 
that type of letter this year. 


Moves Obsolete Stock 


Today a manufacturer must utilize 
every bit of ingenuity he has to keep 
us jobbers’ good will at a time when, 
matter how hard he tries, he is 
bound to offend involuntarily a cer- 
number. 


Recently one of our 


i] 


od jobbers wrote us asking if we'd 

back a slightly used product that 

w obsolete. We had no place for 
$ a second-hand gadget in our 
ss, but we were able to sell it 
1 half an hour after we notified 
0 presentatives that it was avail- 


Both the jobber and the pur- 


. were so pleased that we have 
st a regular “Victory Exchange.” 
7 ° > 

lowing announcement from 


0 use organ to jobbers and their 
n explains this new good will- 
g idea we are employing with 
0 tributors: 
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A great believer in making friends of distributor salesmen as well as educating them, Mr. 
Brendel creates a big family of all of them by bringing them together through mutual inter- 
ests. Thus the Hobby Club and a fascinating membership roster to foster it. The book is circu- 
lated to some 6,000 jobber salesmen and indexes and illustrates over 110 different hobbies 


Recently one of our jobbers asked us 
if we could help him get rid of a slightly 
used obsolete Ashcroft Dead Weight 
Gauge Tester. We didn’t want it, but 
we dropped a note to our own salesmen 
telling them about it, and how much the 
jobber wanted for it, and that delivery 
could be IMMEDIATE and without pri- 
ority. Well sir, that danged tester was 
sold three times before you could bat an 
eye (or vice versa). Then we got to 
thinkin’, “Gee, maybe we could help our 
other jobbers get rid of some obsolete 
stock, some white elephants they've had 
on their shelves for years—that perhaps 
some jobber in another part of the coun- 
try is dying to get for one of his custom- 
ers who needs it badly and NOW. Could 
be that we might even help (in a small 
way) to win the war by putting all these 
supplies into the plants where they're vi- 
tally needed to speed military production.” 
So, we asked one of our smart jobbers 
about it and he thought it was a good 
idea—but suggested that we ask you fel- 
lows whether the idea interests you. 
Here's how it would work: 

Any of our jobbers who have some 
obsolete or surplus stock that they'd like 
to sell would report it to Louie Brendel, 
MM@M’'s “Jobber Man.” We'd then 
tabulate this information and send it out, 
along with the next issue of this “yellow 
journal,” to some 8,500 jobbers’  sales- 
men. In this way, you might get rid of 
some old stock you re sick of seeing 
the peddler might help out a customer 
who needs such mill supplies badly—and 
we (by bringing you together) might 
really speed our war production. 

If the idea appeals to you as some- 
thing that might help you—let us have 
a description of what you particularly 
want to get rid of. Shall we start the 
“Victory Exchange’? 


The plan is proving so popular 
that we are continuing it, not only 
to help our jobbers, but because of 
its value to the country’s wartime 
production. It is our sincere belief 
that a similar plan might well be in- 
augurated by the War Production 
Board for bringing tons of obsolete 
jobber stocks to the attention of war 
plants, in other sections of the coun- 
try, who need this equipment vitally. 

Along this same direction we have 
also developed a series of Conserva- 
tion Folders advising our customers 
how they can make their gauges, 


safety valves, thermometers, instru- 
ments, and globe valves last longer. 
We are mailing one of this helpful se- 
ries out to our entire mailing list each 
month. In addition to this, our job- 
bers have been furnished thousands 
of these folders for distribution to 
their customers and prospects. 


Jobbers’ Hobby Club 


Another idea that we have found 
particularly helpful in our never-end- 
ing efforts to maintain the good will 
of our jobbers and their salesmen, is 
“Manning, Maxwell & Moore’s Job- 
ber Salesmen’s Hobby Club Roster.” 
This profusely illustrated booklet lists 
the names, addresses, and hobbies of 
several hundreds of jobbers’ salesmen. 

It is surprising to note the wide va- 
riety of interests these salesmen em- 
brace as hobbies; totalling 110 in all. 
The hobbies range from “goat roping” 
to “making death masks,” with the 
first ten falling into the following se- 
quence in their order of preference: 
fishing, hunting, golf, collecting, 
gardening, bowling, home crafts, base- 
ball, photography, and boating. 

The unsolicited response to this 
Hobby Roster has been so enthusias- 
tic that we will undoubtedly publish 
a second edition at some later date. 


Jobber Sales Meetings 

Every Saturday morning and prac- 
tically every evening finds one or 
more of our field representatives 
holding an 
at some jobber’s sales meeting. We 
have personally put on _ three 
such meetings during the past ten 
days. In some cases our men have 
found it a bit more difficult to sell 
their jobbers on having these meet- 
ings under today’s conditions when 
most of them can get all the orders 
they can fill without even trying to 
sell. Again it takes a clear explana- 


educational meeting 
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Although Manning, Maxwell & Moore, Inc., could not now supply every distributor's complete requirements 
bf each item in its line, it has created a two-color visual presentation for its men to use in selling distribu- 
hors the value of handling its four allied lines rather than one or two, so that when products are again 
plentiful the jobber will be easy to influence to become a full line distributor. A special letter campaign is 
used in conjunction with the portfolio stressing the profit possibilities of lines the jobber previously ignored 


tion and some selling to accomplish This combined line presentation is 
the desired goal—namely, an invita- also supported by a six-letter mail 
tion to put on a visual presentation campaign with the theme, “When 
of our products in front of the job- You Can Have More—Why Take 
ber’s men. Less?” These letters point out what 


It’s hard to find a jobber who isn’t lines the jobber sold and how much; 


, > Dp : ; 
seriously concerned with what’s going and also stress those products that 


to happen to his sales force and his he ignored with their profit possibili 
ties. 


Our “Make More Money with Man- 
ning, Maxwell & Moore” house organ 


business after the fireworks are over. 
We tell him the danger of having 


his organization get “soft” from an — 
edonee of “esay endere” We will for jobbers and their salesmen is still 
him that we, with more business than —— oS & regularly as ever. We 
we tad come deel of weit have found it desirable, however, to 

. . , . e - ” 
hived a full-time sales trainer to guard sof t-pedal the needling of the salesmen 
against this very thing happening to to go out and sell our products today. 
our own sales force. We try to point All pi actually van saad do is slip 
out to him how these meetings may quietly eee their minds, ar thie 
help educate his men and make them media, implant the names of a 
much more capable for the tough company and our products and tiptoe 
dn diet oe cieek =e. we be poll away again without arousing his sales 
be expected, the better salesman our instincts any more than is necessary. 
man is, the more such jobber meet- Jobbers — still urged regularly, 
tees he fe shle to arcenes both by special direct mail sheets 
’ and through the pages of our house 


Promotes Full Line organ, to make use of our exhibition 


display cases in their own local pur- 

Only recently we provided our “th : . 

chasing agent’s power show or indus- 

men with a two-color visual presen- 2 . 

trial clinics. The appeal on one of 

tation created solely to convince job- : : 

, these sheets that was mailed this 

bers to sell our complete line ot tour . 
month read like this: 

PREPARE TODAY FOR FUTURE 


illied products rather than just one 


or two of them. Obviously, many PROFITS 
) . | , 
jobbers will find it impossible to put Many jobbers and manufacturers have 
in a new stock today even if they more orders today than they can fill. But, 
brother, you know that ain't gonna last 


decide to. We are getting over the 


long We'll all be crying for more or- 

story so that some day, when products ders again soon 
ire plentiful, the jobber will be easy , One way you can insure getting your 
to influence in a direction that will Sparen tO, gceh On PHONE — let your 
' prospects and customers know what's new 
be profitable to us both. If all your competitors are lazy with easy 
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orders or priority-nutty—then now’s th 
time for you to throw an industrial clink 
power show, or purchasing agents’ show 
Steal a march on them! 

We'll be glad to help you safeguar 
your future profits by loaning you on 
or more of these four “SHOW ‘EM & 
SELL ‘EM”™ Display Cases. They've al 
ready won their spurs by doin’ a bang-u 
job for dozens of wide-awake jobber 
They'll do the same for you. Simply dro; 
us a line ahead of time, and we'll reser 
the ones you want and send them alor 
to you 


What do you say? 
Helpfully yours, 
Louts H. BRENDEL, 
The Jobber Man 

Every day we write a number of 
jobbers’ salesmen congratulating them 
upon their birthday or wedding anni- 
versary. We also write when babies 
are born and when these men or mem- 
bers of their families are in the hos- 
pital. One chap got a letter from 
us, the day before it should have 
arrived, congratulating him on _ his 
wedding anniversary. This wouldn't 
have made much difference except 
that this important date had slipped 
his mind. Our reminder saved his 
bacon with the missus and he wrote 
us a note of /frue appreciation. We 
want our jobbers and their salesmen 
to like us and we work at it just as 
earnestly and sincerely as we do to 
make our other friends like us. It’s 
not only good for business, but it 
makes our work a lot more pleasant. 


Maintains Advertising 

Even though we are being offered 
more orders today than we can han- 
dle, we have not curtailed our exten- 
sive direct mail campaigns. We con- 
tinue to feature strongly our jobbers 
throughout this endeavor. They are 
urged to utilize the numerous inserts, 
stuffers, bulletins, and other mailing 
pieces that we will imprint and fur- 
nish them for distribution. 

We have stepped up our national 
advertising fifty per cent in an effort 
to “hold the fort” for ourselves and 
for our jobbers with those customers 
who can no longer get priorities high 
enough for satisfactory deliveries. 
We're telling our jobbers about all 
these efforts on our part to safeguard 
their future and through them pro- 
tect our own. 

These are some of the steps we 
are taking to be of practical ass'st- 
ance to our good friends the jobbers 
when our war emergency maxs 
“business as usual” unthinkable. | or 
the most part they are based on horse- 
sense and friendliness and we belive 
they will see us both through. 
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; coon KINNEAR 


Te MIMMEAR MANUFACTURING 
1e20-40 FIELOS AVENUE co.umeus, onto 


This page not only shows application of the 
product but highlights eight features which 
might be logical questions in the mind of 
the builder who may have a door problem 


What Engineers and Contracters Want 
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Here's a page of informative copy written 
as a direct result of questions asked by 
builders interviewed in the field by “Engi- 
neering News-Record's” inquiring reporter 
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WATERPROOFING 


THAT REQUIRES NEITHER 
TIME NOR LABOR 


With waterproofing a problem of every con- 
tractor doing war construction work, Medusa 
Portland Cement Company tells them how to 
get it and offers two booklets of information 


in Advertising Cony 


Field research develops eight basic points that will 


aid in helping buyers select equipment and materials 


@ THE ENGINEER on the job was 
terribly busy. “I can spare you only 
a few minutes. We've got to get this 
defense plant up in record time. I’m 
sure you see how it is.” 

Our interviewer saw. This man 
Was just too busy to talk. But might 
he not have time to answer just one 
question? Okay. 

[hat interview lasted nearly two 
hours! What question did the inter- 
viewer ask? 

Just this: “How can advertising help 
you ease or completely solve your 


Probiems?” 


|, you simply can’t imagine 


(u you try it yourself) what a 
flow of words you'll stimulate by ask- 
ing questions like that. We had 
Probed an innocent finger into an old 
wo This engineer felt (and 
stroncly) that many manufacturers 
Were ¢ providing the kind of help- 
ful formation he wanted in their 
ady ing. 


‘ ibove incident is typical. Mul- 
up by about 300 and you get 
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By CHARLES S. WILKINSON 


Promotion Manager, ‘Engineering 
News-Record" and “Construction 
Methods" 


a vast amount of ideas that manufac- 
turers can use to make their adver- 
tising more interesting and useful to 
the buyer, and more profitable to 
themselves. 

But let’s go back about two years. 
The “tell all” boys were whooping it 
up, making converts right and left. 
We took the plunge fearfully. We 
worried about customer reactions. 
What, we muttered to ourselves, 
would the agencies think? We braced 
for a possible flood of cancellations. 

But we were tired of seeing so 
much advertising that made virtues of 
glittering generalities and unsupported 
claims (and, mind you, these ads were 
expected to get results!). We were 
even more weary of trying to deter- 
mine what products some advertise- 
ments were offering. 


So, after some soul searching (and 
many conferences) we concluded that 
the ultimate consumers (our readers) 
were the best judges of what consti- 
tuted effective advertising. Further- 
more, we decided to confine our at- 
tentions solely to what the ads said. 
Layout and type were out so far as 
this study was concerned. 

So, out into the field went E. L. 
Sparks, whose experience includes 
that of construction superintendent, 
equipment salesman, and advertising 
man. His instructions were to “find 
out what construction engineers and 
contractors want in the advertising 
they read.” 

His interviewing technique was 
equally simple. No leading questions 
were asked. He introduced the names 
of no products. Occasionally he’d use 
an advertisement to illustrate a point 
made by the man interviewed. Com- 
ments were taken down verbatim. In 
most cases those interviewed needed no 
encouragement to talk. On the con- 
trary, they strongly suggested, by the 
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Within this two-column space the advertiser 
tells the prospect the material is ready for 
immediate shipment and its application and 
painting requirements speed construction 


tone and volume of their comments, 
that here was a problem about which 
something ought to be done. 

Sparks covered about ten states and 
two years in his search for informa- 
tion, mostly in the Middle West, Mid- 
dle Atlantic and New England sec- 
He talked to more than 300 
engineers and contractors on almost 


tions. 


every type of engineered construction 
project you could think of —from wa- 
ter works to bomber plants to super 
highways. 

When his reports began to trickle 
in, we noticed comments like these: 

“Why don’t the manufacturers tell 
exactly what sizes they make? ‘All 
sizes’ is meaningless and frequently 
impossible.” 
children seeking 
What we need is infor- 
mation—not pictures of pretty girls.” 

“The advertising should be-as in- 


“We are not 


amusement. 


formative as the articles.” 

“I never waste time on an ad un- 
less it tells me something new or gives 
me information I can use.” 

“The more facts a manufacturer 
gives me in his advertising the better 
chance he has of selling me.” 

“Ease and speed of erection are cer- 
tainly worth mentioning in the ad- 
Many times it’s the de- 
ciding factor in our purchasing.” 


vertising. 


And more specifically: 
“It would help if they’d put the 





working radii of cranes at various 
loadings and boom lengths in the ad- 
vertising.”” 

“I'd like to know the height limit 
at which fluorescent lighting can be 
used effectively.” 

“When I buy a shovel I want to 
know how much material it handles 
under certain conditions and what it 
costs per yard to move it.” 

“How do you attach it (roofing 
material) to the members?” 

“Application data should be fea- 
tured in the advertising. For ex- 
ample, we like to see drawings show- 
ing the assembly and placing of steel 
sash.” 

Well, we saw we had something 
there. The reports showed indisput- 
ably that: (1) engineers and contrac- 
tors are convinced that advertising 
can and should do an informative, ed- 
ucational, helpful job; (2) advertis- 
ing now is not doing that job as fully 
and effectively as possible. In short, 
the comments actually amounted to 
suggestions from buyers on how sellers 
could do a better job of selling! 

This was powerful sales ammuni- 
tion for manufacturers of all types 
of construction products. For the 
principles we uncovered apply equally 
to all—in fact to almost amy type 
of industrial product. 

Later in the investigation Sparks 
began to get complaints about ma- 
terial and equipment shortages. Many 
of the men he talked to felt that their 
suppliers ought to do something about 
This attitude was re- 
flected in comments like these: 


this situation. 


“Some items are impossible to get 
Nevertheless, 
I notice that some manufacturers of 


without a priority slip. 


these products continue to advertise 
effectively. One company is doing a 
particularly good job. It publishes 
bulletins that explain how to use its 
machinery to best advantage, sug- 
gest new uses for it and tell us how 
to keep it running. I wrote for some 
of them after I'd seen them adver- 
tised. So, in spite of the fact that 
this manufacturer is oversold for the 
moment, he is keeping me and many 
others informed, and, I suspect, is 
building a whale of a lot of good will 
which will stand him in good stead 
some day.” 

“A lot of manufacturers could help 
in other ways even if they can’t de- 
liver now. They could offer substi- 
tute materials and tell us how to make 
the materials we have on hand go 


farther. I saw an advertisement that 
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offered service instead of goods. Thx 
said they could render engineering 
advice and assistance to avoid trouble 
and delay. 

“Here is an example of what I mean. 
Recently a steel company said in an 
ad that, while they were sorry about 
deliveries, it would pay to get in 
touch with them since they thought 
they could make some useful sugges- 
tions as a result of their experience 
in the field. I did and they did. A 
lot of firms could do things like that 
in their advertising.” 

“Nowadays a 
against it because of the speed required 
You can’t al- 
ways and machinery 
when you want them. In addition, 
much of this defense work is new, in- 
volving new principles of design and 
construction. So we need help. Why 
couldn’t the manufacturers, with their 
specialized knowledge of their own 
products, furnish us with this infor- 
mation? They could take a little 
corner of an ad to tell us what's 
available.” 

We began to send out this material 
in weekly bulletins to advertisers and 
prospects. Salesmen were kept fully 
informed of what we were doing. 

It wasn’t long until reactions be- 


lot of us are up 


on these defense jobs. 
get materials 


gan coming in from advertisers. Here 
are some of them: 

“Very helpful . . . keep em com- 
ing.” 

“Good stuff, but not enough of it.” 

“This is a real contribution to in- 
dustrial advertising.” 

“Glad to see a publisher take an 


Thew Shovel Company offers custome ¢ 
handbook with detailed instructions on «er 
ation, care, adjustment, and lubrication 
equipment to help them get utmost s 
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interest in what our problems are.” 

Thus encouraged, we decided to 
expand operations . . . to embark on 
a more ambitious program. Namely, 
to publish this material in booklet 
form. It consisted of a mass of 
heterogeneous reports of interviews, 
covering many types of work and 
dozens of different products. The 
problem was to organize this mass 
of material into some form that could 
be used easily by copywriters. Our 
first task was to separate the reports 
into two parts—construction equip- 
ment, and building products. The 
book on building products is a good 
example of what we did. 

Our first idea was to group the 
reports by titles of men interviewed 
—consultants (in engineering and 
architectural firms), staff engineers 
(public and private) and contractors. 
This plan failed because the group- 
ing meant exactly nothing. Reason: 
no one could differentiate between 
the ‘ype of comments provided by a 
consulting engineer, for example, and 
a contractor’s superintendent. 

And, after some reflection, it was 
easy to see why. Their job interests 
were identical: (1) speed of con- 
struction; (2) economy, and (3) 
pleasing the owner—not necessarily in 
that order. (Incidentally, this re- 
alization was one of the valuable by- 
products of this study.) 

Classification by types of construc- 
tion obviously wouldn’t do, either. 
The same fundamental engineering 
principles apply equally to office 
buildings and tank arsenals. 

Classification by products was out, 
too. Even types of products such 
as siding, roofing, air conditioning, 
and lighting, involved too many 
groups and too much overlapping. 

Finally, as so often happens, the 
most simple and logical solution of 
all and the one we should have hit 
upon first suggested itself. That was 
to classify the interviews by fypes 
of advertising appeals. 

\ccordingly, the book was divided 
into sections corresponding to eight 
ba copy appeals which are shown 
in ‘he accompanying box. 

‘Check Chart for Preparing Ef- 
fective Advertising” was included at 
the end of the book. The chart con- 
nec's the various copy appeals to the 
Prowucts covered in the study. 
Both books were offered to adver- 
tiser’ and prospects through publica- 
tion advertising in INDUSTRIAL Mar- 
KET!°G and Business Week, through 
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in general. 


I. APPLICATION DATA 


1. Ranges of sizes, weights, de- 
signs, types, patterns available. 

2. Specific labor costs of handling, 
placing, applying. 

3. Variety of uses and applica- 
tions. 

4. Economical methods of appli- 
cation, handling or placing. 
(Actual cases.) 

5. Ease of convertibility for other 
types of work. 

6. Table of specifications and di- 
mensions. (Engines and mo- 
tors.) 


7. Method of packaging. 

8. Adaptability to various types 
of construction. 

9. Engineering and design details. 

10. Uniformity of composition. 


Il. DELIVERIES 


Approximate delivery dates. 
2. Availability of helpful infor- 
mation in place of goods— 
Handbooks, Catalogs, Man- 
uals, etc. 

Reasons for non-delivery. 

4. Availability of substitute ma- 
terials. 


— 


w 


5. List of distributors or dealers. 

6. Availability of samples. 

7. Method of packaging to avoid 
breakage. 

Ill. OPERATION AND MAINTE- 

NANCE 

1. Rated capacity or output. 

2. Simplicity of operation and 


control. 

3. Speed of operation. 

4. Load carrying capacity under 
varying conditions. 

5. Accessibility of repair service 
and parts. 

6. Speed of repairs. 

7. Ease and speed of cleaning, 
polishing, painting. 

8. Insulation properties—h eat, 
cold, sound. 

9. Absorption properties (or lack 
of)—-water, moisture, heat, 
odor. 

10. Resistance to fire, sun, fumes, 

wind, smoke, dust, water, acids, 

moisture, freezing, heat, corro- 
sion, etc 

Structural strength. 

Durability (under varying con- 

ditions). 


-_— 
we 





Eight Basic Industrial Copy Appeals 


An analysis will show that these basic copy appeals established by a field 
survey among engineers and contractors to determine the kind of copy they 
feel will prove most helpful to them, are applicable to industrial advertising 


13. Tensile or compressive strength. 
14. Expansion or contraction prop- 
erties (or lack of). 


IV. ECONOMY 

1. Specific examples of savings in 
time and labor during construc- 
tion. 

2. Specific examples of waste 
avoidance. 

3. Labor cost comparisons—ac- 
tual working schedule. 

4. Number of times product can 
be used. 

5. Other examples of savings in 
time, materials, maintenance, 
etc. 


V. EMPLOYE AND PUBLIC 
RELATIONS 


Appearance, color, odor, sur- 
face (to touch). 

Comfort of workers. 

Safety features. 

Smoke Abatement. 

Noise Abatement. 

Sound Absorption. 

Non-glare properties. 

Light diffusion and reflecting 
qualities. 


VI. TESTS AND STANDARDS 


1. Building codes and standards 
requirements. 

Inspection guarantees. 
Records of laboratory and field 
tests. 

4. Underwriters’ label. 


VII. EVIDENCE OF GOOD 
RESULTS 


Where used previously. 

Testimony of users. 

Name of contractor or engineer 

involved. 

4. Dated pictures of product be- 
fore and after wear. 

5. Specific data on time, materials 

and labor savings. 


VIII. GENERAL 


1. News—of new products, of 
new uses for old products, of 
new methods of operation, 
repair, maintenance, etc. 
Photographs showing overall 
installations. 
3. Sketches of drawings showing 
application or operation details. 
4. Charts and graphs illustrating 
figures and statistics 


— 
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direct mail and _ personal contacts. 
Reactions? Here are some typical 
ones: 

“Can I get four more copies? I 
would like to put them into the hands 
of our men who are writing indus- 
trial copy.” 

“I have found (in the book) in- 
numerable suggestions that bear di- 
rectly on the quality of our own ad- 
vertising.” 


“It has been extremely valuable in 
preparing advertising. Please send a 
copy to our agency.” 

“This information is used as a guide 
for building our advertisements, in- 
asmuch as we are very anxious to have 
our copy tie in closely with the in- 
formation desired by the readers of 


your magazine.” 
“One of the most useful contribu- 


(Continued on Page 58) 
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W. R. Mason, author of this article, sets in the 


story of the film is carried on titles which 


“lap dissolved" 





"structural steelwork” 


in the model bomber plant. 
into and out of the scenes, by double exposing five turns of crank at both ends 





In the right view is shown how the running 


Movie of Bomter Attaching Miniature 
Plant Sells Air Conditioning 


Westinghouse avoids hurdle of censorship by “build- 
ing plant to demonstrate advantages of unit system 


@ PROBLEM: (a) 


the economic and strategic military ad- 


To demonstrate 
vantages of our new Zone-Unit (or 
decentralized) method of air condi- 
tioning mammoth wartime industrial 
plants, as contrasted with the higher 
cost and military vulnerability of the 
conventional central-plant system. 
(b) To help sell these 2,000- to 


§ ,000-horsepower systems to archi- 


tects, engineers, contractors, and in- 
dustrialists. 
Solution: 


color motion picture. 


Visualize the story with a 


The solution sounded simple enough. 
Since it was the only solution, we en- 
tered blithely upon the project. But 
a host of new problems arose. Photo- 


graphing systems already installed in 
large blacked-out plants would be a 
really colossal undertaking. It wouldn't 
be dramatic enough. It coulda’ t show 
the contrast between the old and the 


Besides, the FBI 


wouldn’t let us on the ground with 


new methods. 


and lights. Our budget was 


small. What to do? 
The only 


own blacked-out plant and air condi- 


camera 


answer was to build our 


tion if in muniature. 
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By W. R. MASON 


Merchandise Advertising Depart- 
ment, East Springfield Works, West- 
inghouse Electric & Mfg. Company 


Without the good fortune of hav- 
ing, within our own organization, the 
necessary talent to write the scenario, 
build the miniatures, and do the photo- 
“Zone-Unit 


Wartime In- 


graphing, our selling film 
Air Conditioning for 
dustry” might never have reached the 
can. But we had all these, and the 
picture has been finished and declared 
“boxofhce.” 

In 400 feet of 16-mm. silent Koda- 
chrome, running sixteen minutes, our 


story is told quickly, dramatically, 


completely, with facts, figures, and 


comparisons. 

A complete aircraft plant is built 
before the audience’s eyes. A conven- 
tional central-plant air conditioning 
system is installed. Planes begin to 


flow from the production line. 


Then an enemy bomber evades our 


patrols, flies over the plant, drops 


One of them strikes the cen- 
puts it 


bombs. 


tral air conditioning plant, 
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out of commission, cripples the en- 
tire factory, stops production. 

The scene shifts back to the plant 
in construction, before the air condi- 
tioning system is installed. We pro- 
pose to install a zone-unit system in- 
stead, and prove its advantages. We do. 

The enemy bomber is over the plant 
again. It drops more bombs. They 
strike in approximately the same 
places. But the central air conditioning 
plant isn’t there. There are twenty-two 
zoned units on the 


separate small 


roofs. Only one of these is injured. 
A truck rushes 
parts. 


The conclusion compares the two 


in with replacement 
Factory production goes on. 


operating cost, 
| 


plants in first cost, 
flexibility of use, 
strategic military 
thwarting bomb and sabotage dama 

Readers with the problem of selli: 
products too large to carry in samp 


salvage value a: 
advantages in 


cases; too complicated to explain w 
literature; and which must be demo 
strated in installation and use, may | 
interested in some of the tricks, stunt 
and expedients which were employ: 
to make this movie. So here is t! 
story: 
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The “plant site” was made of two 
full-sized pieces of Masonite insulating 
board. It has the color of earth, and 
was perfect for the purpose. 

The automobiles, train, and airplanes 
came from the §-and-10, except for the 
enemy bomber, which was an import- 
ed replica of a Junkers heavy bomber, 
found in a local toy department. 

The foundations of the buildings 
were pieces of white cardboard. 

The “structural steel work” was 
built of wood by one of our engineers, 
Herbert Schaffer, who is a model air- 
plane hobbyist. It was painted orange, 
the color of structural steel when it 
is delivered on the job. Area of each 
of the two large plants was 26x10 
inches. 

The walls of the buildings were 
dark gray cardboard. The roofs were 
dark green sandpaper, which simulat- 
ed a gravel roof perfectly. 

The miniature compressors, coils, fil- 
ters, fan, and blowers were made of 
wood and tin from discarded cans, in 
the home workshop of L. Gale Hug- 
gins, our air conditioning product su- 
pervisor, who was the cameraman and 
the fount of all answers to technical 
problems encountered along the way. 

The airplanes issued from the plant 
and the automobiles moved, impelled 
by strings in the hands of John L. 
Kelly, who did the thousand and one 
odd jobs necessary to an undertaking 
of this kind. 

The enemy bomber, suspended by 
threads, rode on a wire slider, on an- 
other thread passing over the plant. 

Bomb hits were registered on the 
film by a fearsome mixture of flash 
powder, smokeless powder from a 
shotgun shell, and some home made 
black powder prepared by virtue of 
high school chemistry memories— 
from sulphur, saltpetre and charcoal. 
This mixture was placed at a spot 
where the bombs were to strike, the 
camera was started, the “bombs” light- 
ed by hand. In editing, all but the 
flashes were cut out. The bomb hits 
which did damage were accomplished 
by using two charges of powder. One 
was lighted and allowed to burn out. 
The camera was stopped. Then, the 
corner of the building was torn away, 
the train turned over, and another flash 
lighted. In editing, only the brightest 
instant of the first flash and the 
brichtest point of the second flash were 
retoined and spliced together. The 
effect was a very realistic impression 
of » single bomb actually wreaking de- 
striction on the plant. 
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The building of the plant, the in- 
stallation of the miniature air condi- 
tioning machines, and all other human 
action on the screen were done by the 
writer. The appearance and disappear- 
ance of these apparently giant hands 
on the screen produced interesting 
and startling effects. 

The running story of the film ap- 
peared in the form of cards which dis- 
solved into and out of the scenes, 
without ever actually cutting from 
and to the scenes as conventional titles 
do. This was accomplished by backing 
up the camera five turns, putting the 
card in place, running the camera 
forward for these five turns, then long 
enough to read it. At the end of the 
reading period, the camera ran on for 
five more turns of the handle, then 
the card was removed, the film backed 
up again, rerun over the latter part 
of the scene with the card in place un- 
til the point was reached where the 
card had been removed. The result 
was a very smooth “lap dissolve,” 
which eliminated the jerky effect com- 
mon to silent films with separate titles. 

All shooting was done in our fac- 
tory auditorium. The plant site was 
set up on a low table on the floor of 
the auditorium, just in front of the 
stage. The stage gave us a vantage 
point above the scene from which to 
apply correct lighting and do the 
shooting. A stout table and property 
staircase gave us the additional eleva- 
tion needed to cover the exact area 
desired. 

Just under 600 feet of film were 
shot. Editing reduced the film to 400 
feet. Exclusive of the countless hours 
spent by Messrs. Huggins and Schaff- 
er in their home workshops, making 
the miniatures, total shooting time was 
approximately 32 hours—an average 
of two hours for every minute of 
running time. 

After processing and editing, the 
edited film was returned to Eastman 
Kodak Company for the making of 
color duplicates. Ten duplicates were 
made, one for headquarters, and one 
for each of our sales districts. 

Showing of the film is on a well- 
planned basis. A meeting guide was 
prepared for the use of our district 
people. Dinner meetings to which 
leading architects, consulting engi- 
neers, industrial building contractors, 
and industrialists are invited, have 
been set up in leading cities. All talks 
have been written, and have been 
memorized by district managers and 
(Continued on Page 103) 
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L. Gale Huggins, Westinghouse air conditioning product 
supervisor, cameraman and technician of the miniature movie, 
focuses a scene from a lofty perch giving a realistic approach 











John Kelly and Herb Schaffer prepare the model Junkers 
heavy bomber for its thread-suspended attack on the plant 








How “enemy” bomber was made to fly over the miniatur: 
bomber plant to lay its eggs. Threads were invisible in filn 


All manner of undignified positions were necessary to shoc 
the film. Here W. R. Mason lies prone on the stage an 
points out damage done by enemy on the central-plar 
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In constant association with the difficulties confronting both Washington and industry in 






their prosecution of the war, business paper editors have converted their editorial pages 
into virtual text books dealing with the solution of countless production problems. In addi- 
tion to this vast fund of information, valuable data concerning the use of specific machinery 


and equipment pour forth in an ever increasing volume through the advertising pages 


How the Printed Word Can and Jt 





Hiding the War Program 


Business editors and industrial advertisers provide 


valuable educational data needed to speed production 


@ EMPLOYMENT in our war indus- 
tries alone is already equal to the total 
number of workers employed in all in- 
dustries during 1939. 
has touched an all-time peak not ex- 
cluding the boom days of ’28 and ’29. 
In many plants skilled labor shortages 
have now become a production deter- 
rent—yet our war production program 


Our economy 


has scarcely gotten under way! 
Hundreds of 
plants are nearing completion. Thou- 


government - built 


sands of peacetime manufacturers now 
busy tooling up for war conversion 
will soon be in operation. Many thou- 
sands of subcontracts which have been 
given to smaller manufacturers will 
shortly contribute to the vast arma- 
ment program. All of these activities 
will impose the greatest demand for la- 
bor in world history. Conservative es- 
timates envision a total of 15,000,000 
men needed in war industries alone 


This is double 


Based on an illustrated address given 
last month before the Triple Mill Supply 
Convention and the spring meeting of the 
Associated Business Papers, Inc 


only five months hence. 


28 


By HARVEY CONOVER 


President, Conover - Mast Corpora- 
tion, New York 


our present employment; yet, the de- 
mands for war labor will have again 
risen by 1943 to the incredible cotal 
of 20,000,000 workers. 

As if this were not enough, our ex- 
isting labor supply with the “know 
how” to assist in the production of 
war materials and to aid in the training 
of green hands is being seriously de- 
pleted by the demands of our armed 
One of every two men who 
enter our military services is now being 
drafted from short, 
American industry will soon be called 
upon to turn out the greatest volume 
of manufactured products of all times 
with an army of green supervisors and 


services. 


industry. In 


workers—and using a minimum of 
critically short tools and materials. 
These are the demands of total war. 


Some steps have already been taken 





to meet this overwhelming demand. 
The Walsh-Healy act has been modi- 
fied to allow women of sixteen to work 
in certain specified industries. An oc- 
cupational analysis of our entire popu- 
lation not fitted for military services 
is being made in order to find those 
capable of working in industry. There 
is discussion of a labor draft, talk of an 
analysis of jobs to insure that skilled 
workers are not employed in semi- 
skilled or unskilled capacities. Labor 
priorities are anticipated today just as 
surely as materials priorities were fore- 
cast less than twelve months ago. 
There can be no discrimination in 
sex, race, color, or creed if enough 
workers are to be found to man the 
machines essential to winning the war. 
But the responsibility of doing the 
major part of this job is squarely up to 
industry itself. The workers who must 
be used will be green as grass, ) 
seventy-five per cent of them must be 
trained while they are producing. 
must, therefore, undertake a ms 
training program that will create n 
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supervisors and skilled workers on a 
heretofore unheard of scale. 

Months ago, Donald Nelson, War 
Production Board chief, anticipating 
this problem, summoned the editors 
and publishers of the country’s indus- 
trial and technical press to Washing- 
ton. At a meeting which started at 
nine in the morning, lasted through 
luncheon and dinner, and was finally 
adjourned late in the evening, he, to- 
gether with other top-flight WPB 
men, gave of their precious time to 
acquaint this group with the stag- 
gering problems ahead and to enlist 
their aid. 

Consequently, the business press has 
been wholly converted to war produc- 
tion for many months. But a glance 
at the editorial content of any of these 
magazines immediately reveals a start- 
ling change from peacetime editing. 
Virtually every article and editorial 
treats with the solution of some press- 
ing war production problem or with 
one of the myriads of dislocations re- 
sulting from its sudden impact upon 
industry. 

In addition to such work, the edi- 
tors of the business press have under- 
taken special projects designed to aid 
in the solution of production problems 
peculiar to their industries. 

Some of these magazines have run 
a series of articles treating with the 
most efficient methods used in the 
manufacturing of machine guns, tanks, 
planes, etc. And as rapidly as this 
material has appeared in the publica- 
tions, it has been reprinted in book or 
pamphlet form to give it multiple 
distribution. Others have described 
salvage procedures and practices in a 
form which would enable industrial- 
ists to set up systems assuring a maxi- 
mum conservation of materials. Expla- 
nations of the ever-changing priority 
procedures have been and are being 
extensively covered by publications 
serving every industry and trade. 

Many of these magazines have 
moved editors to Washington so as to 
be able to maintain a continuous con- 
tact with new and _ ever-changing 
regulations. Job training set-ups and 


Practices enabling manufacturers to 
form apprenticeship training classes, 
ha een thoroughly described. Many 
articles and explanatory charts have 
bee signed to educate the mechanic 
in the most efficient use of critically 
short tools. Subcontracting proce- 
du: xplanations of the technique 
ess to the procurement of gov- 
ern: 


t contracts, substitution, stand- 
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With half of the men entering military service being drafted from industry, advertising in 
business papers is performing the useful function of showing how the green hands taking 
their places can produce uniform quality and maintain production with proper equipment 


ardization, maintenance practices that 
will insure the longest possible life of 
equipment operating under the strain 
of around-the-clock production, and 
scores of other such subjects in the 
industrial and technical press are aid- 
ing industry in its great struggle 
against the Axis. 

Some of the more progressive man- 
ufacturers have already converted 
their advertising copy to assist in the 
war production program. 

Manufacturers of mechanical rub- 
ber goods have been quick to see the 
need of conserving our precious rub- 
ber supply without which we might 
well lose the war. Competitive claims 
and institutional copy have been 
scrapped. Practical, informative ma- 
terial that will conserve rubber in 
industry has been substituted. We 
now see advertisements with such cap- 
tions as “How You Can Conserve V 
Belts Vital to Victory”’—“Help Of- 
fered to Make Your Mechanical Rub- 
ber Goods Do More—Last Longer.” 
These advertisements contain detailed 
technical information of immediate 
practical interest to every old-timer 
in industry. They are of tremendous 
value to the host of new supervisors 
and lead men who are without such 
information or experience. 

Valve manufacturers are running 
copy designed to show how their cus- 
tomers can keep from buying their 
products! One such manufacturer is 
explaining the technique of regrind- 
ing and lubrication that will keep 
valves in service longer. Another 
runs the caption “Don’t Replace Your 
Worn Bronze Valves—Renew Them.” 
His copy then goes on to show how 


these valves can be renewed and vital 
materials essential to the war program 
conserved. 


Wire rope manufacturers are sup- 
plying technical information covering 
the selection of the proper size sheave 
in order to correct one of the most 
costly abuses of this product. They 
are also supplying simple instructions 
covering the correct care and use of 
wire rope that will insure longest pos- 
sible service. 

A manufacturer of both wood and 
steel pulleys urges his customers to 
buy wood pulleys and thus save steel 
which is so critically short. A _ glass 
manufacturer shows how steel sash can 
be eliminated in construction and glass 
block used in its place. These are but 
two tips on substitutions for scarce 
materials that should be enlarged upon 
wherever possible. 

A producer of manganese steel is 
running a series of question and an- 
swer advertisements giving important 
facts in regard to the use of this 
metal that will enable every manufac- 
turer who reads it to increase his pro- 
duction and eliminate waste. Manu- 
facturers of electric motors are supply- 
ing technical information covering the 
selection of the right motor for every 
application. This is valuable knowl- 
edge for any engineer, but it will be 
invaluable to the many new supervi- 
sors and production men who will be 
entrusted with our vastly expanded 
production program. 

The advantages of standardization 
should be constantly emphasized dur- 
ing normal times, but with today’s 
hectic production schedules, they are 
many times more important. A man- 
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In addition to the great amount of information industrial advertisers are dispensing through 
the pages of business papers, through their aid they are also distributing handbooks of 
various character which constitute a practical library of technical data on modern equipment 


ufacturer of tool steels who has rec- 
ognized this fact shows how 200 tools 
can be made from his standard stock. 
A manufacturer of bronze bushings 
informs production men how deliv- 
eries can be hastened through the use 
of standardized products. 

Every user of steel knows that the 
scrap shortage is a serious threat to 
steel production. Yet many of them 
don’t know the best procedure to fol- 
low in conserving it to the utmost 
and in getting it back to the blast fur- 
naces. A steel producer is supplying 
this information. He is also supplying 
users with large posters emphasiz- 
ing the importance of scrap conserva- 
tion. Not one word is devoted to the 
superiority of his products. The sig- 
nature cut at the bottom of the page 
constitutes his only identity. 

“Cutting Speeds and Feeds”—‘Mak- 
ing Right Angle Welded Branch Pipe 
Outlets”—"Saving Time Between Or- 
dering and Tool Up’—these are cap- 
tions appearing on recent advertise- 
ments of manufacturers that are def- 
initely contributing essential produc 
tion “know how” of great practical 
benefit to our war production pro- 
gram. 

Where can I use my green men to 
the greatest advantage? Three man- 


ufacturers give three practical sugges- 
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tions in answer to this question. This 
information can prove most helpful 
when skilled labor will soon be so short 
that it will be placed upon a priority 
basis. 

Accidents and sickness take a seri- 
ous toll in production man-hours. 
Much of it can be eliminated. Manu- 
facturers are supplying information 
that shows how this can be accom- 
plished. More detailed information is 
available for the asking. 

“Help Train Piping Crews”—‘Up- 
To-Date Information on How to Get 
Better Lighting”—such advertisements 
now running in the business press 
also offering additional detailed infor- 
mation to those who need it are all 
especially designed to solve industry’s 
present-day production problems. 

The advertisements of a manufac- 
turer of “Oxy-Acetylene Nozzles” 
might just as well be editorial material 
in an industrial magazine, for noth- 
ing whatsoever is said about the superi- 
ority of the manufacturer’s product. 
All of the space, with the exception 
of the signature cut, is devoted to 
the reconditioning and maintenance 
of these products, which are critically 
short and of great value to war pro- 
duction today. 

“The Physics of Metal Cutting”— 
“Milling Machine Practice”—‘Meth- 
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ods Used In Arc Welding”—“The 
Characteristics and Properties of Met 
als”—these are but a few of the sub 
jects that are more extensively cov- 
ered in booklet material issued by man 
ufacturers than is available in many 
technical libraries. It constitutes up 
to-date technical information cover 
ing procedure and practice invalu 
able to our manufacturing industries 
It must be expanded many fold if in- 
dustry is to live up to the schedules 
laid out for it. 

Many manufacturers have the ma- 
chines, the man-power and the floor 
space, but are without government 
contracts. Two such manufacturers, 
instead of waiting for the contract 
division of the WPB to seek them out 
and hand them an order, advertised 


Today, both of 


them have contracts and are contrib- 


this fact to industry. 


uting to our war production program. 

Lack of knowledge of priority prac- 
tice has proven in many cases to be as 
serious a bottleneck as shortages of 
materials and skilled labor. Advertis- 
ing has aided in explaining how pri- 
orities should be used to secure these 
manufacturers’ products, thus hasten- 
ing the delivery of their products. 

A manufacturer of twist drills has 
published a “Handbook for Drillers” 
which is a complete text book on mod- 
ern drilling practice. Its pages show 
how to increase production per drill 
and reduce breakage of these critically 
short cutting tools. Last year 360,- 
000 copies of this text book were dis- 
tributed gratis by the manufacturer. 
This year the demand for this invalu- 
able booklet is already in excess of 
this figure. 

Hardly a weapon used in modern 
warfare can be manufactured without 
the extensive use of grinding opera- 
tions. Improper grinding methods, 
moreover, are highly wasteful in ma- 
terial, tools, and production. A series 
of twenty-seven bulletins have been 
especially designed by a grinding wheel 
manufacturer to cut down this waste. 
They start with a simple and elemen 
tary explanation of materials used in 
grinding wheels and carry through to 
complete and comprehensive descrip- 
tion of technical grinding procedure 
Already the demand for 


‘ 
t 


and practice. 
this series is proving so great that 
print order is in excess of 3,800,000 
pieces. They will be distributed to 
apprenticeship training schools and \ 

cational schools, as well as to all iv 
dustries in which grinding is an impor 
tant manufacturing operation. A 











oor 


ent 


ri- 


ese 


has 
rs 
xd - 


rill 
lly 
(),- 


is- 


lu- 
of 


rn 


ut 


palled by the waste resulting from im- 
proper grinding practice, a war plant 
foreman suggested that these simple 
do’s and don’ts be reproduced in poster 
form and placed upon the walls of all 
plants engaged in grinding to serve 
as a constant reminder to the work- 
men. Another grinding wheel manu- 
facturer followed this suggestion and 
thousands of industrial plants through- 
out the country are now making most 
effective use of them. 

Taps are so critically short that 
they are a definite threat to our pro- 
duction program. One manufactur- 
er has launched an especially inter- 
esting and effective campaign designed 
to relieve this bottleneck through pro- 
moting their more effective use and to 
reduce the great losses resulting from 
misuse. This campaign consists of a 
series of “know-how” explanatory ad- 
vertisements in the industrial press, a 
reprint of the magazine series, and a 
technical handbook on tapping prac- 
tices. The reprint series is made avail- 
able to the men who desire to refer to 
the points covered in the advertise- 
ments or to pass them on to others, 
while the handbook contains a de- 
tailed technical description of tapping 
operations especially designed for man- 
ufacturers using large quantities of 
taps in production. Each one of these 
pieces fills a specific need. Many 
thousands of them are now at work 
in industry and all have been supplied 
without charge or obligation. 

A manufacturer of metal cutting 
tools has worked out a campaign so 
effective and timely that it has been 
cited for its excellence by the Con- 
servation Division of the War Pro- 
duction Board. Posters, magazine ad- 
vertisements, buttons, stickers, and 
certificates of participation have all 
been produced to promote a more ef- 
fective use of cutting tools by indus- 
try. Thirty-four instruction cards 
explaining the correct technique to be 
used in each type of work are supplied 
o the superintendent, who sees that 

are given to the men on the 
hines. Each card contains simple 


anc practical instructions covering a 
single operation, and a total of thirty- 
four operations are described in the 
complete set. The manufacturer’s 
salesmen, the industrial distributor 
and his salesmen are all participating 


stributing this material and in 
having it used in the plants where it 
is proving of great value. It is being 
m available to all manufacturers 
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One of the more comprehensive educational campaigns being conducted among war 
workers is that of Henry Disston & Sons, Inc., which comprises individual instruction cards for 
machine and tool operators and posters of various types to foster conservation of materials 


regardless of the make of tools em- 
ployed. 

The foregoing constitute but a few 
of the various types of advertisements 
containing informative material that 
can aid industry in solving its over- 
whelming production problem. Some 
of the types of information that are 
needed are listed below. Even these 
encompass but a small part of the 
“know-how” now in the hands of 
manufacturers of industrial machin- 
ery, tools, and equipment that should 
be transmitted to industry. 

1. How to maintain his products 
for maximum life and efficiency. 

2. How to use tools to prevent 
breakage. 

3. How to promote safety in the 
use of his products. 

4. How to insure production with 
present equipment. 

5. How to eliminate waste through 
use of modern conservation and salvage 
methods. 

6. How to repair and make old ma- 
chines last longer. 

7. Promote the use of standard in- 
stead of specials whenever possible. 

8. Point out substitutes for scarce 
materials and equipment. 

9. Describe new products together 
with their use and application. 

10. How to save time through the 
use of modern handling methods. 

11. How product will guard health, 
morale, etc., of plant personnel. 

12. Supply aids in education and 
training of men in use of his product. 

13. Explanation of priority and 
procurement procedures applicable to 
his product. 


14. Instructions covering correct 


installation of machinery and equip- 
ment. 

15. Instructions covering ordering 
and selection of his products for spe- 
cific uses. 

There are other excellent methods 
of transmitting this information to the 
néw industrial supervisors and work- 
ers. Motion pictures, designed to 
show how tools should be used, slide 
films, and specially prepared appren- 
ticeship training material can all be 
made to serve. But the important fact 
to be faced is that this must be done 
at once, if industry is to produce 
sufficient materials to win the war. 
Too many firms are devoting their 
advertising exclusively to institutional 
appeals filled with vague generalities 
and high-sounding phrases when they 
should be preparing explanatory ma- 
terial covering the most effective use 
and maintenance of their products in 
producing arms to be used against the 
enemy. Too little publicity has been 
given to the magnitude of the task 
before us and the crying need for 
everyone to codperate in its solution. 

No one knows more about how 
his product should be used to gain 
maximum production than the manu- 
facturer who makes it. No _ one 
knows better than he how it should be 
maintained in order to have it stand 
up under the strain of around-the- 
clock production. Manufacturers 
serving industry are in an ideal posi- 
tion to prepare this “know-how” so 
that it can be transmitted to the mil- 
lions of green men and supervisors 
who must be depended upon to break 
all known production records with a 
minimum of scarce materials. 

(Continued on Page 60) 
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Production Promotion is Todays Task 
for Aduertising Men 





Great variety of programs being conducted by indus- 


trial advertising men to increase war goods output 


@ INDUSTRIAI 


have learned very quickly that the 


advertising men 
tools of their trade are versatile. A 
short time ago they were using all 
forms of sales promotion to increase 
the sales of their company’s prod- 
ucts; today they are using the same 
instruments to increase the output of 
Uncle 


machines and manpower for 


Sam. 


The words have changed, the illus- 


trations have changed, perhaps it is 
all a little more colorful and dramatic, 
but the objective is the same—achieve- 
ment. This time the goal is victory 
for a nation rather than for one indi- 


vidual company. 


When Donald Nelson asked for pro- 
duction drives, he found the industrial 
advertising men tuned to it. Since 
that early March day things have been 
humming and a number of produc- 
tion programs were featured and 
reviewed in these pages last month. 


The activity is spreading swiftly 


throughout the country and hardly a 
plant engaged directly or indirectly 
in war goods production is not re- 
sponding to some form of stimulant. 
Essentially, the campaigns revolve 
around competitions for suggestion on 
ways to increase and speed production, 
posters and 


employe publications 


which visualize the importance of 


the work being done with regard to 
the war, and production charts to fire 
the American spirit of achievement. 


Results have been phenomenal. 


While the trimmings for the aver- 


age production promotion campaign 
are much the same, and seem to be 
what the workers want, in a number of 


instances labor or the labor-manage- 
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ment committee has requested manage- 
ment to forego all the display, “slick 
paper,” instead 
merely give the worker a clear pic- 


and dramatics, and 


ture of what their job is in the war 
effort, what they should be expected to 
do—and it would be done, 
It will be surprising if out of this war 


seriously. 


experience management does not come 


weGetwin 4) 
with eee Prints 


aeaener & Veetare EVERY, MINUTE COUNTS! 


to know a different side of labor than 
it has ever anticipated. 

These experiences seem to indicate 
that, while in general, production pro- 
motion programs may follow a basic 
outline, each group of workers must 
be handled according to their own feel- 
ings. Some feel it reflects on their pa- 
triotism to be put in the position of 
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Selection of posters produced cooperatively by industrial advertising men in Milwauke: 
Lithographed in many colors, 24x34 inches in size, they are supplied in any needed quer 
tity, two subjects a month, for a service charge of $240 for the entire year's progra’ 
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being “needled” to do their bit, which 
is uppermost in their hearts and souls. 
Others do best when trumpets blare 
and color incites their imagination. 
Therefore, it may be suggested, labor 
should be permitted to draft its own 
program with management providing 
the motive force. 

One of the interesting activities 
which has come to attention is the co- 
Sperative poster campaign being car- 
ried out by a number of industrial ad- 
vertising men in Milwaukee. The post- 
ers are lithographed in many colors, 
24x34 inches in size, and provide 
panel at the bottom in which an indi- 
vidual plant’s slogan, name, or special 
message may be imprinted. Ideas for 
the posters are developed by the group 
meeting each week. Anyone interested 
can join the group or subscribe for the 
posters which will be supplied at the 
rate of two changes a week in any 
needed quantity for a flat fee of $240 
for an entire year’s service. A selection 
of the posters are shown herewith. 


Bausch & Lomb 


One of the first to respond to Don- 
ald Nelson’s appeal for production pro- 
motion campaigns was Bausch & Lomb 
Optical Company. Seizing upon the 
popularity of General MacArthur, the 
slogan selected was “Make More for 
MacArthur,” and April was designated 
s “MacArthur Month.” 

A principal feature of the campaign 
was a $5,000 contest for ideas that 
would help save time, labor, and ma- 
terials. Suggestion boxes were painted 
white and promoted with red, white, 
and blue posters encouraging partici- 
pation. Special suggestion forms and 
envelopes were provided for the cam- 
paign. Each worker submitting an idea 
was rewarded with a framed colored 
print of MacArthur and an acknowl- 
edgment card signed by the president 
of the company. In a five-week period, 
2,035 suggestions were received, and 
it is expected that a total of nearer 
$8,000 than the originally planned $5,- 
000 will have been awarded when the 
final score is posted. 

A number of devices were designed 
t© promote interest in the program. 
Three little characters, a soldier, sail- 
or, and flyer, were created from the 
company’s trade mark and dubbed 
Think, Work, and Save. They fea- 


tured colored paper pennants posted 


throuchout the plant and offices her- 
aldins the campaign. “Make More for 
MacArthur” streamers also were pro- 
vided, as well as pads of small stick- 
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Selection of material used by Bausch & Lomb in conducting its production promotion. The campaign cen- 
tered around a “MacArthur Month" competition for ideas.. Note the three characters created of trade mark 


ers for use on correspondence, office 
forms, etc., reading: “Every Minute 
Counts! Think! Work! Save!” “I’m 
Making More for MacArthur,” and 
“Phone, Don’t Walk! Every Minute 
Counts!” 

Following teaser copy in red and 
blue on the pay envelopes and factory 
bulletin boards, a new employe publi- 
cation, “Balco News,” presented the 
complete story to the workers. Local 
newspapers codperated with news 
stories, editorials and cartoons. A 
half-hour program on WHEC was ad- 
dressed to the employes with talks by 
Army, Navy, and company officials. 
Four days later, on Army Day, the 
campaign officially got under way. An 
Army tank exhibited in front of the 
factory was inspected by the work- 
ers. The local theater staged a Mac- 
Arthur Rally which was broadcast over 
WSAY. 


During the campaign, employes were 
reminded constantly of their responsi- 
bility and opportunity to speed the war 
program. New messages appeared on 
bulletin boards and pay envelopes ev- 
ery week. Posters told workers how 
Bausch & Lomb instruments helped 
to bring down enemy planes and urged 
full effort. Every department received 
a large portrait of General MacArthur 
featuring the campaign slogan. 
Throughout the plant, circular hang- 


CAN | DO 
TODAY 


THE WA 


ers asked “What can I do today to 
help win the war?” Other streamers 
reminded, “There is no time to lose.” 

Although MacArthur Month is over, 
the basic campaign still carries on. 
M. C. Williamson, advertising mana- 
ger, has wrapped up the entire cam- 
paign in a tri-color, gold embossed 
portfolio, 18x24 inches, and presented 
it to management with a summary of 
its achievements. 

Crane Co. has avoided any particu- 
lar fanfare in its production promotion 
campaign. The suggestion system long 
in use in its plants has been stimulat- 
ed by a monthly award of $100 War 
Bond for the best suggestion turned 
in. To maintain interest, a series of 
posters (1) (see next page) has been 
prepared and posted near the sugges- 
tion boxes. Tied in to today’s situa- 
tion, one featured a large coir por- 
trait of General MacArthur and the 
line “MacArthur Needs Our Help— 
More Valves Mean More Ships”; anoth- 
er announced: “754 Crane Men in 
Active Service—These Men Need Our 
Help!” 

Production charts have been erect- 
ed in most of the departments. They 
indicate the output for the past week 
or month and the quota for the next 
period. Flags hang throughout the 
plant so that it is practically impos- 
sible to look in any direction without 
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MacArthur Needs Our Help 1 
More Valves Mean 
More Ships 


seeing at least one. The main lobby 
entrance to the plant has been decorat- 
ed in a patriotic scheme and features 
enlarged photographs of battleships, 
tanks, other war equipment, and Crane 
valves in military equipment. 

There appears to be two schools of 
thought with regard to posters for 
production promotion. One is that they 
should be of serious character, the oth- 
er that more can be accomplished with 
Sometimes 


1 humorous approach. 


there is a little of both. In the dis- 
play shown this month, Sperry Gyro- 
scope ( ompany (2) ofters one in the 
lighter vein. The job is produced by 
silk screen in a variety of attractive 
colors. 

Hercules Powder Company, as re- 
ported last month, is Carrying its con- 
servation program into the office. Part 
of the campaign is a poster (3) calling 
ittention to the tonnage of steel go- 
ing into paper clips and pins, and rub 
ber in rubber bands. Samples of these 
items are fastened to the card The 
campaign is ¢ illed “How to help win 
the war as we sit at our desks.” 

Helping through avoidance of ac 
cidents is stressed in a poster (4) pro 
duced for the governor of Massachu 
setts by Buck Printing Company, 
Boston. 

American Rolling Mill Company, 
Middletown, O.,. is using a variety of 


posters and bulletins in addition to 


utilizing its employe publication, “The 


Arm-Co-operator.”” One series (5) 


features war news pic tures supplied 
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by Dispatch Photo News Service, New 
York. 


bottom, slogans furnished by workers 


In the imprint space at the 


are used with credit to them. The 
company issues a number of bulletins 
to the workers explaining what the 
company is doing toward speeding the 
war effort, telling about various group 
activities in the plants, changes being 
made, and personnel items in addition 
to that which is published in the house 
illustrated 


organ, which is liberally 


with photographs. Other posters used 
are straight type or with blow-ups of 
letters from military officials comment- 
ing on Armco activities or congratulat- 
ing the workers on their output. 
The Cleveland Chain & Mfg. Com- 
pany dramatizes the importance of 
chain in the war effort with a car- 
card size poster (6) showing a chain 
holding the United States, and reading: 
Production Will Pull U. S. 


It is supplied to customers 


“Top 
Thru.” 
and friends for use in their plants. The 
poster was reproduced in the com- 
pany’s trade paper ad for April and 
reprints are being used in a general 
mailing offering the cards. 

The Disston Conservation Program 
is well known by this time (see IM, 
March 42, p. 20). 


plied in this campaign are designed to 


Posters (7) sup- 


get workers to use their tools to great- 
est advantage and take better care of 
them. 

The Strong 


Toledo, manufacturer of 


Electric Corporation, 
equipment 


und supplies for theaters, is conduct- 


CONSERVE MATERIALS 


Toor! bY 


ing a nationwide campaign to instruct 
theater operators in preparing their 
houses for wartime emergencies. It 
has issued a sixty-four-page booklet, 
“Theaterman’s Wartime Guide,” of 
information on wartime restrictions, 
the care of equipment, the use of sub- 
stitute materials, and instructions on 
how to cope with equipment failures. 
A section is devoted to Civilian De- 
fense as it applies to theaters, and an- 
other on practical first aid for mem- 
bers of the staff. A number of card 
hangers (8) have been sent to the- 
aters for posting in suitable points giv- 
ing directions in case of emergency. 
The campaign is being directed by 
Wendt Advertising Agency, Toledo. 
The Bryant 
Bridgeport, 


Electric Company, 


Conn., has prepared 
a series of eleven posters (9) for 
its labor - management production 


council slanted toward the con- 
servation of time, labor, and mate- 
rials. A cartoon type illustration is 
used to emphasize the point made in 
the copy below. A five-point program 
is repeated at the bottom of each card. 
Printed in red and blue. 


The. National 


New York, has produced a series of 


Process Company, 
colorful posters (10) including sub- 
jects which fit into the usual produc- 
tion promotion and worker programs 
which are also used as supplement:ry 
material by those having their own 
individual material. 

Several complete campaigns wil! be 


featured in the July issue. 
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THE YEAR... 


,. WIth Metal Progress in Vctober 


Each year for nearly a quarter century the metal industry has met with 





the American Society for Metals to discuss new ideas, new developments 





and new equipment for more efficient production. 





Today, in this war of metals, such a meeting is more vital than ever— 





and once again ASM’s Engineering Data Issue of Metal Progress will cover 





this meeting—the National Metal Congress and a War Production Edition 





It 
let, of the National Metal Exposition. 


Be Metal Progress will present the Official Pre-View of this great metal 
“ convention, with a complete timetable and description of technical sessions, 
res. exhibits, etc. In addition to 15,000 net paid subscribers, many copies will 
pi be distributed as an Exposition Guide for important executives—a guarantee 


em- of valuable extra circulation for the advertiser. 









-ard 
the- In addition to this Official Pre-View, Metal Progress will present more 
giv- ; , ; ;' , ‘ 
a than 50 pages of engineering data. It will present brief, practical articles 
by . discussing the problems of conversion and substitution coming before the 
). 
ny, metallurgical engineering industries and involving ferrous and non-ferrous 
ured . . . . . . 

for metals .. . engineering, applications, parts ... melting . .. metal working... 
tion : cleaning, finishing . . . welding . . . heat treatment . . . testing and control. 
on- 
ste- Make your advertising an important part of this big meeting by plac- 
, ; ing it in this October Engineering Data Issue with its Official Pre-View. 
l 
ram No increase in rates for this extra-value issue.’ Closing date, September 5, 
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Trends 


A review of conditions within industries which influence industrial 


marketing procedure, 


written by editors of business papers 





Foundry Equipment Orders 
Increase 400 Per Cent 

@ BECAUSE castings provide a 
basic material for constructing ma- 
chines of war, foundries in general 
are meeting the greatest production 
demand in history. With a high 
percentage of the industry converted 
to war work, at present foundries are 
not able to produce enough steel, 
gray iron, malleable iron, _ brass, 
bronze, aluminum, and magnesium 
castings of the type needed to meet 
demands of the war agencies. Ca- 
pacity of the industry has been ex- 
panded considerably since the begin- 
ning of the defense effort through 
construction of new plants and ex- 


tensive additions to existing facilities. 


In all probability, this trend will 
continue, especially in steel castings, 
heavy gray iron castings, and light 
metal castings for aircraft manufac- 
ture. Also during the last year and 
a half, much attention has been paid 
to speeding the production of war 
castings through the use of the most 
modern foundry equipment. Extent 
of construction and modernization is 
indicated by the index of foundry 
equipment orders which increased 410 
per cent in March, 1942, over the 
corresponding month of 1941. 

The steel castings branch, with 
greatly expanded facilities, is doing 
a tremendous job in producing cast- 
ings for armor plate, guns, ships, 
valves, aircraft, and many other ap- 
plications. According to the De- 
partment of Commerce, production 
of commercial steel castings in March 
was 211,081 tons, compared with 
126,140 tons in March, 1941, and 
36,612 tons in the corresponding 
month in 1940. Steel castings have 
replaced forgings in many instances 
where production facilities for the 
latter product are not adequate. 
Progress also has been made in con- 
verting a number of gray iron and 
malleable iron shops, whose facilities 
as yet have not been needed for war 
work, to the production of steel with 
converters and electric furnaces. 

Heavy gray iron shops are 
swamped with orders for castings to 


be used in machine tools and other 
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types of heavy machinery. Many 
plants have been expanded and fur- 
ther conversion to that type of work 
will be necessary to meet the present 
expanding demand. Light gray iron 
shops have been hit by recent orders, 
but help of the best authorities in 
the industry has been extended to 
solving the problem. 


Malleable foundries have done an 
excellent job in converting, but still 
can handle more war work. In the 
nonferrous field, considerable  ex- 
pansion has been provided for spe- 
cialized casting manufacture, but 
shortages of nonferrous materials have 
had considerable effect on production 
in a sizeable number of plants making 
somewhat essential consumer goods. 
Efforts toward conversion of these 
plants are going forward. 

Increased demand for castings, 
some further expansion of facilities, 
and a heavy program of moderniza- 
tion, and replacement of equipment 
being worn out at an ever accelerat- 
ed rate, appear to be trends in the 
foundry industry for the months 
immediately a he ad.—Franx G. 
STEINEBACH, Editor, The Foundry. 


Welding in Strong Position 
For Postwar Activities 


@ THE trend in welding has been 
upward for several years. However, 
in recent months the market for 
welding equipment has skyrocketed. 
While much of this action is attrib- 
uted to the war effort, this has not 
been wholly the cause for the in- 
crease in welding activity. 
Welding is a vital factor in today’s 
victory effort. In fact, everything 
that is going into war production 
either involves or depends upon weld- 
ing in some way. We all know of 
welded ships, planes, tanks, and guns, 
but of equal importance are the weld- 
ed buildings and machines for pro- 
duction and the welded repairs for 
maintenance and conservation. 
While growth in the welding in- 
dustry has been of a boomlike nature, 
it has not been a boom growth. War 
production has demanded a quick, 
strong, and less expensive means of 
fabrication to meet competition and 
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completion dates. Welding has been 
the answer to these demands. Once 
having owned these advantages, a 
manufacturer will not revert to pre- 
vious methods of fabrication for 
postwar production, especially not in 
the face of competition to be expect- 
ed in the period of postwar read- 
justment. For this reason, the growth 
in the welding industry is believed 
to be quite healthy. 

The welding industry was up 100 
per cent in 1940 over 1941 and for 
this year it is running 100 per cent 
over the same period for 1941. With 
this sort of a picture it can be ex- 
pected that there will continue to be 
big things ahead in the welding field. 
—T. B. Jerrerson, Editor, The Weld- 


ing Engineer. 


Earl Shaner Elected 
ABP President 


Earl L. Shaner, president and treasurer, 
Penton Publishing Company, Cleveland, 
was elected presi- 
dent, Associated 
Business Papers, 
Inc., at the organi- 
zations Spring 
meeting held last 
month at Absecon, 
N. J. Mr. Shaner 
succeeds William J. 
Rooke, president, 
W. R. C. Smith 
Publishing Com- 
pany, Atlanta, who 
was made chairman 
of the board. 

Joseph Hildreth, EARL L. SHANER 
vice-president, Chil- 
ton Company, Philadelphia, was elected 
vice-president of ABP, and Kingsley L 
Rice, president, Technical Publishing 
Company, Chicago, was selected as treas 
urer. 

Members of the board of directors are: 
Ray L. Dudley, president, Gulf Publish: 
ing Company; Arnold Friedman, treasurer 
and advertising director, Chain Store Pub 
lishing Corporation; Charles E. Price, 
treasurer, Keeney Publishing Company; 
Roy F. Shrope, vice-president, and adver’ 
tising manager, American Trade Publish 
ing Company; M. A. Williamson, vice’ 
president, McGraw-Hill Publishing Com 
papy. 
The members voted to continue the 
production of informative material de 
signed to help advertisers use business 
papers effectively under any and all con 
ditions. 





U. S. Gypsum Opens Three Posts 


United States Gypsum Company, ©)! 
cago, has established three new merc! 
dise manager posts: mason supply | 
ucts, with S. F. Bartlett, former n 
products sales manager, as its head; ' 
ing and insulation, with Marland S. \ 
former advertising and sales prom: 
manager, aS merchandise manager 
Gypsum wallboard and paint, with | 
Faulkner, former wallboard sales mar 
as head. J. G. Maynard will succeed 
Wolf as advertising manager of the 
pany: he had formerly been a comm 
advertising manager. 


4 


mn 


C 











Onc 





pre- 






Kaufmann-Fabry 
Photo 














at ] 
pect - 
read- 
owth 


le VE d 


100 
| for 


With 

ex- 
o be 
held. 
“eld- 





land, 


“G 


1ER 


ted 
LLeU 


y L 


= | “WHEN YOUR ONLY CUSTOMER CrceZ" 


What are you going to do? 


ae=<t oO O Dpe« 
2s al 


You should have a pretty good idea if, while working 100% for Uncle Sam 
you likewise are helping your peace-time customers remember you. 


Many consider it logical, and patriotic, to keep their old customers, and the 
new ones who have entered their industries, acquainted with their normal func- 
tions. That may help speed the readjustment when Victory comes. 


Such liaison may well be accomplished through the medium of AUTOMOTIVE 
and Aviation INDUSTRIES which, in the automotive and aviation industrial 
fields, can help you keep in touch with the future. 


O 
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A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, Pa. 
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PROBLEMS 
INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





No More Product Advertising? 


I have developed some very inter- 
esting wartime advertising on a pure- 
ly service basis. | thought this was 
the thing to do and secured many 
compliments on the job. However, 
now our company is considering cut- 
ting my advertising appropriation 
because they say we are sold up on 
war production for the duration and 
have no immediate commercial job 
to do. What should 1 do about it? 


ADVERTISING MANAGER. 


Looking through industrial maga- 
zines today presents a very interesting 
study. One can find everything from 
the use of the patriotic theme to the 
exclusion of even the mention of the 
company, line of business or products, 
to the other extreme in which a 
purely commercial job is being done 
without any apparent understanding 
Both fall 


of our country’s crisis. 


short. 

The worth while service advertis- 
ing, helping customers make the best 
use of your products in their plants, 
and many other patriotic and service 
themes are helpful. However, we be- 
lieve you should properly include the 
story of your industry or the mention 
of the products you sell. You can 
probably secure the highest good will 
values by unselfishly serving, but you 
also have the responsibility to keep 
your products and name favorably 
known so that it will not be neces- 
sary to begin at scratch when the 
war is over. 


Shall We Charge for 
Our Handbook? 


For the past ten years we have 
been issuing at intervals of two years 
a handbook of information on proces- 
sing our product. This book is now 
in the fourth edition and has enjoyed 
a wide demand. It is the only book 
of its kind published and it has been 
generally accepted as the “bible” of 
the industry. Our past conception 


of this publication was that of a 
promotional piece and we found it 
very useful in enabling our salesmen 
to get out into the plant and make 
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valuable contacts with the men who 
use the product. However, with our 
products allocated practically one 
hundred per cent to war work, it no 
longer serves this purpose. On the 
other hand, because of the great in- 
crease of activity in the industry 
today, the demand for this book has 
been heavier than ever and we now 
have a new edition in preparation. 

In many cases we have had requests 
from companies for as high as one 
hundred copies in order to supply ma- 
chine workers who are new at the 
job or to be used as a text book where 
new workers are being trained. In 
@ great many cases, the potential 
business to be gained from such com- 
panies would not justify supplying 
the book in this quantity and in quite 
a few instances those requesting them 
have offered to pay for them. 

We have never charged for the 
book in the past, although its prep- 
aration costs about twenty to thirty 
cents, but we are now faced with the 
problem of meeting requests and still 
keeping our advertising budget bal- 
anced. If you are familiar with the 
policy of other companies, or can 
give me any other information on the 
subject, | will greatly appreciate it. 

AVERTISING MANAGER. 

In studying the policy of compa- 
nies selling to industry, we find that 
about half distribute their data books 
free and the other half make some 
charge. The cheaper books are usually 
free. 

In the case of books, like an op- 
erator’s manual, where many hundred 
copies might be distributed in one 
the more usual practice 
seems to favor charging for the book. 
However, when only one or two cop- 
ies may be needed in the purchasing 
or operating departments there is less 
When a com- 
pany includes very much information 
on its own products that might be 
construed as advertising, then we be- 
lieve it is better not to charge. 

If you can get a broad distribution 
of your data book on a paid basis, 
we believe it would prove best to 
try to do this: first, because the men 


would value the book more highly 


company, 


inclination to charge. 
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and be more likely to keep it over 
a period of time; and second, because 


it would enable you to use your 
advertising appropriation for other 
advertising or service literature. If 
the broad distribution to your cus- 
tomers or prospective customers 
could not be readily secured on 
a paid basis, however, then if your 
advertising appropriation will permit, 
we believe you should give the book 
away. 

However, a great deal of discre- 
tion may be used in the free distri- 
bution of data books. Some manufac- 
turers advertise their books, bringing 
in many inquiries outside of their 
territory and outside of their market. 
A more conservative distribution 
through sales and service men, and 
through offers in personal letters suc- 
ceeds in placing the literature with 
the right men that will do you the 
most good. We do not believe in 
advertising or mailing worth while 
books indiscriminately. However, if 
books are only given out personally 
and through definite requests of cus- 
tomers and prospective customers, we 
believe the most complete, satisfactory 
coverage can be developed without the 
limitation of placing a price on the 


books. 


Can an Advertising Man 
Win This War? 


Our company is engaged in making 
products indirectly essential to the 
war program. We are working night 
and day, but the men do not seem 
to have caught the spirit of the sit- 
uation and are not entirely pleased. 
They would rather be making can- 
nons or airplanes. Management has 
done everything it can from a routine 
standpoint, but I still believe there 
is something lacking. 

I handle the advertising and have 
succeeded in putting up some war 
posters, but no real victory spirit has 
been aroused. Understand, I am not 
really critical of my company, but 
perhaps I am dissatisfied because ! 
feel I should be doing more. Hence 
this letter on the subject. 

ADVERTISING MANAGER. 


Your feeling on this matter of 
management and labor working en- 
thusiasm is typical of many who 
are eager to get into more active 
service. Perhaps there is a job cut 
out for you in your own office. 

A leading psychologist the other 
day said: “America is doing a mi- 
raculous job but in many plants much 

(Continued on Page 70) 












IT GETS RESULTS 

To THE Eprror: I never paid much 
attention to ““The Copy Chasers” sec- 
tion until a while back when you ap- 
parently asked the opinion of your 
readers. Since then I have read some 
of their stuff and have also been inter- 
ested in some of the controversial let- 
ters submitted by advertising men or 
business men who did not like their 
methods. 

[ just want to tell you for what- 
ever it may be worth that we here at 
Norton Company share the feelings of 
those who do not like their stuff, and 
we doubt if their criticisms in any way 
reflect the opinion of the audience for 
whom advertisements are prepared. 
We were always suspicious of any 
contests where advertising men were 
the judge of their own products. Now 
our worst suspicions seem justified. 

In the March issue on page 86, left- 
hand column near the top, is a refer- 
ence toa series of ads which have been 
among the most successful Norton 
Company has run since the war situa- 
tion developed. The real test of good 
advertising, in our opinion, is its ef- 
fect on our customers and prospects. 
I can definitely assure you that the re- 
action of these groups has been ex- 
cellent. 

\nd so when The Copy Chasers 
say “We don’t get it,” we here cannot 
express the least bit of surprise. 

W. T. Montacue, 
Assistant Vice-President, Norton 
Company, Worcester, Mass. 


a 
CONTACT ESTABLISHED 


rHE Eprror: Inasmuch as I was 


formerly very active in the advertis- 
ing business in my position as adver- 
tisir” manager, industrial department, 
Gen ral Electric Company, it may be 
that ome of my many friends, who are 
among the readers of your excellent 


mag zine, might like to know that I 
am ! ow on active duty in the Office of 
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the Chief Signal Officers, Radar and 
Aircraft Communications Branch, 
Washington, D. C. I have been on 
active duty since Feb. 18, 1942, at 
which time I was granted a leave of 


absence by General Electric. 

In case some of my former associ- 
ates might like to know what particu- 
lar line of business an advertising man- 
ager with radio experience might find 
himself in when called to army duty, 
I am Officer in Charge of a Statistical 
Section under the Branch mentioned 
above. Inasmuch as all good advertis- 
ing managers must also be good manu- 
scripters and reporters this line of 
work seems to be right down my alley, 
and I am very happy with it. 

R. D. Jorpan, 
Lieutenant, Signal Corps, War Dept., 
Office of the Chief Signal Officer, 
Washington, D. C. 


v F 
TIMELY 


To tHe Eprror: Let me take this 
opportunity of congratulating you on 
an exceedingly fine May issue. It just 
has a slug of extremely timely informa- 
tion and I hope you will continue to 
play up these war production drive 
programs. It is a real opportunity for 
advertising men to get directly into 
the fight. We are all struggling to 
make our advertising as helpful as pos- 
sible, but it isn’t quite specific enough 
to make you feel you’re doing your 
full job. 

RicHarp S. Hayes, 

Advertising Manager, The Okonite 

Company, Passaic, N. J. 
, Vw 
WORKERS’ VIEWPOINT 

To THE Eprror: In our own plants 
we find that the words “War Produc- 
tion Drive” when used together and 
particularly when modified by the 
precedent phrase “Labor-Management 
Committee” go very well with the 
workmen. 

There is very definite objection to 


the use of “speed up,” “efficiency” and 
“morale.” All three of these words 
are bad words if used by employers 
but they appear not to raise the hackles 
of the workmen if used by the WLB, 
the WPB, or the OEM. It is quite 
obvious that the workmen consider 
these three alphabetical boards to be 
their friends and their friends may say 
things about them that the employers 
may not say. 

Personally, my sensitiveness to these 
shades of feeling is very strong because 
I spent five years in overalls working 
with the tools in the last war. 
ADVERTISING MANAGER, 

New York. 
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KNOWS HIS BASEBALL 


To THE Copy CHasers: I’m only a 
cub at this industrial advertising game 
but I’ve been a baseball fan ever 
since I switched from teething rings 
to lollipops. And being such, I'd like 
to know why the Wood and Spencer 
Company, in their April Modern Ma- 
chine Shop ad, have the Giants’ Carl 
Hubbell drawn as a right-hander. Or 
maybe “Woody Spencer,” their self- 
styled sports expert, is a Dodger fan 
in disguise. If the W&S copywriters 
are so badly in need of material that 
they have to drag baseball into the 
industrial advertising picture, let’s at 
least have some accuracy. 

LawrENCE R. O'NEILL, 
Union City, N. J. 


. VF 
WOOD VS. STEEL 


To tHe Eprror: In your issue of 
May, on page 40, you quote Wesley 
G. Paulson, editor of Woodworking 
Digest, who stated: “Weight for 
weight, modern plywood is stronger 
than steel.” This happens to be one 
of those half truths which are calcu- 
lated to do the most damage. Volume 
for volume, plywood would be twelve 
times the size of steel required to carry 
the same load. 

I am sending you herewith a copy 
of a booklet we published some time 
ago describing the outstanding quali- 
ties of steel. I would like to call your 
attention to No. 1, which points out 
that the isotropic and resilient proper- 
ties of structural steel are in such per- 
fect balance that it is the strongest of 
all structural materials per unit of 
weight and volume. 

V. G. IDEN, 
Secretary, American Institute of Steel 
Construction, Inc., New York. 
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VEIOW THE OIL AND GAS JOURNAL 


EFERRED Za BY OIL MEN 


The dominant leadership of The Oil and Gas Journal in the five major divisions of 
the industry — drilling, production, pipe line, refining, and natural gasoline — has been 
definitely proved since last September in the fairest, most accurate test of readership pref- 


erence ever offered advertisers. What is a better way to test the value of oil papers than 
to let those to whom you sell tell you their preference? 





Twenty-one manufacturers, representing some of the largest in their respective fields, 
did just this the past eight months. 





Here’s how the surveys were conducted under The Journal offer to pay the cost, win 
or lose: 


1. The manufacturers selected their own lists of oil men, including customers and pros- 


pects in whatever occupational groups or territorial divisions they considered most 
important. 


The manufacturers wrote their own survey letters, which were designed to develop 
impartially the true readership facts. 


All returns came direct to the manufacturers, who tabulated them in their own offices. 


The results listed in this ad are taken from letters given The Journal by the twenty- 
one manufacturers. 


Wize saicen Beale your advertis 
ing in the P. referred publicatio 


THE OIL AND GAS JOURNAL 


| OKLAHOMA 
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Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Help» 





Promotion Programs Assume Form of 


Training Within Industry 


@ WHAT WAS sales promotion a 
short time back, is today, in many 
cases, actually training within indus- 
try programs. It is manifest in the 
number of new motion pictures, slide- 
handbooks, 


charts, and similar material coming 


films, manuals, guide 
to attention every day. 

The activities of South Bend Lathe 
Works, South Bend, Ind., are a good 
example. Originally prepared as a 
handy reference book to be supplied 
with each South Bend lathe, ‘““How to 
Run a Lathe,” a 128-page book with 
over 360 illustrations, is now very 
much in demand for training workers 
The forty-first edi- 


It is used as a 


in war industries. 
tion was just published. 
reference book by machinists and ap- 
prentices and as a text book in the 
apprentice training schools, industrial 
and trade schools, technical schools, 
The Army, Navy, 


and Air Force are using the book in 


and universities. 
training machinists. It is promoted 
in publication advertising at 25c¢ per 
copy. 

The company is also offering a ma- 
chine shop course of twelve projects 
for 50c. 
tail drawings and describes each oper- 


Each project consists of de- 


ation in correct sequence. 

This year the company has increased 
its educational service with the addi- 
tion of two sound color motion pic- 
tures based on the book, “How to Run 
a Lathe.” One is titled “The Lathe,” 
and the other, “Plain Turning.” Both 
are 16-mm. and total 1,600 feet. Al- 
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PRACTICAL HELPS 
FOR DEFENSE TRAINING 


SOUTH SEND Lathe WORKS 





SOUTH BEND LATHE WORKS 








MOTION PICTURES 


On The Operation of @ Lethe 


SOUTH BEND LATHE WORKS 


Lathe Builders for 35 Years 


With pages like these in industrial and vocational publications, the one at the right in full 
color, South Bend Lathe Works promotes use of its industrial training aids. The movie on “How 
to Run a Lathe” is in color and sound and runs forty minutes. The “How to Run a Lathe” 
book has 128 pages and sells for 25c. The “Machine Shop Course” book contains twelve lathe 
projects and sells for 50c. Samples of both these books on defense training are offered free 


though originally intended for use 
with the book in teaching lathe opera- 
tion in schools and universities, they 
are now furnished on a loan basis to 
the military and industrial companies 
conducting apprentice training courses. 
They may be purchased by those so 
desiring. 

The films were produced by Burton 
Inc., Chicago. The 


filming was done in a special light- 


Holmes Films, 


proof studio constructed at the com- 
pany’s plant, and both the preparation 
of the scenario and the photographing 


were under the supervision of the 
advertising department and company 
engineers. 

Industrial and vocational publica- 
tions are being used to promote the 
training material and it is in great 
demand. 

Among operator manuals recent!) 
published is one of unusual charact 
issued by Continental Machines, In 
Minneapolis. Called “A Chalk Talk 
40 Different Ways to Cut Machini: 
Costs,” the illustrations in the pock« 


size book are produced in reverse, ad 
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Nowhere Else Can KEY 
Engineers and Contractors 
Get This Vital Information 


Heating, Piping & Air Conditioning 
IN THIS ISSUE 


Volume lt May, 1942 Number 5 


The Editor's Pages (romance of air conditioning told in radio script) 
. front section 9 


Airc Conditioned Plant Restaurants Keep Busy War Workers Up to Par 
(novel structure looks like teacup upside down!, by Samuel R. Lewts 279 


Proper Piping System Operation Vital to Efficient War Production (brief 
do's and don'ts! by John }. Harman 281 


Reinforced Concrete Pipe Led for Underfloor Air Ducts at New Plant 
(making fluores ent lamps for war factories). by 5. M. Brown 28 


TVA's Watts Bar Steam Plant Augments Hydro Power for War Production 
(details of the high pressure piping! by H. J. Petersen 28 


War Problems Forum (notes on priority orders, conservation of strategit 


materials, ete.) 


Piping Industry's Mo«t Important Transportation System—-Plays Vital 
Role in All-Out War Effort (isometric drawing of pipins services in 4 
paper mill) ‘ 


Viscosity Compensation for Oil Burners (practical recommendations for 
burning the heavier oils). by Kalman Meier 


Air onditioned Chemistry Laboratory Does Its Part in Winning the War 


(ciliea gel and refrigeration units permit wide variations), by Lester T 


Avery 


Engineering Problems in Air Cargo Trans rortation fexcet ats from 3 pa yer) 
& 





“Open for Discussion” (comments on graphical analysis of periodic leads) 


Air in Contact with Water (analyzing att conditioning and heat exchange 
problems with the psychrometric chart). by W illiam Goodman 2 


Why a Close Nipple in the Hartford Loop? (Samuel R. Lewis answers @ 
reader's question! 


Code for Pressure Piping ‘part of the section on fabrication details de- 
scribed), by Ludwig Skog 


Equipment Developments ‘new product information! back section 


Trade Literature (helpful catalogs and bulletins) back section 
Useful Information (new books booklets. reports, etc.) back section 


Coming Events (mark them on your * slendar) back section 


Index to Advertiser> back section 


Journal Section of the American Society 


of Heating and Ventilating Engineers 


Heat Gain Through Walls and Rools a Affected by Solar Radiation ly 
FF. Cc. Houghten. E. C. Hach. > 1. Taimuty and Carl Gutherlet 


Guarded Hot Box Test of Single- and Double-Glazed Windows, by Merle 


M. McClure 


Determining Sound Attenuation in Ais Conditioning Systems, by 


Wilbur and R. F. Simons 
Committee on Research Annual Report 1941 


Bulletin Section 


* Our 
ee ha HEATING, PIPING & A 
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To Train Operaters 
BETTER and FASTER 


: 
ih 
a 
“1 


ALN a 


This smashing spread now appearing in business papers promotes General Electric Company's 
new series of six color films for instructing welders. (See IM, April, p. 46.) A varnish finish 
gives the full color illustrations in these ads added brilliancy and high attention value 


Sales Promotion . . 





ing a unique touch and considerable 
attention value. The book has been 
written especially for the thousands 
of machinists who are being called 
upon for the first time to operate the 
company’s Doall machines, or to per- 
form new jobs with them as result 
of the war program. Each “chalk 
talk” explains some operation in step 
by step fashion. 

Another nicely prepared and clearly 
illustrated handbook is “Tricks and 
Tips on Radial Arm Drilling and 
Routing” issued by Onsrud Machine 
Works, Inc., Chicago. The idea of 
the book is to bring all operators of 
Onsrud routers and drills up-to-date 
on better and easier ways of operat- 
ing so they may be used to greatest 
advantage in war work. It is a thor- 
ough manual and is being distributed 
to every workman on Onsrud machines 
so they will have them handy for ready 
reference or study. Several blank pages 
in the back of the book are provided 
for notes. 

Spartan Saw Works, Inc., Spring- 
field, Mass., has issued a hack saw and 
band saw chart with recommended 
teeth and operating speeds for various 
kinds of metals. It is printed on both 
sides in black on green cardboard and 
punched at the top for hanging. Space 


is provided for imprinting dealers’ 


names. Size 4'2x12 inches. 

Slide rule or disc type calculators or 
“finders” also are being used to pass 
on helpful information to operators in 
war industries. Two new ones are be- 
ing promoted currently in business 
paper space. Parker-Kalon Corpora- 
tion, New York, offers, without 
charge, a socket screw dimension find- 


er. In circular form, ten inches across, 
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it quickly provides all the important 
dimensions of standard size socket head 
cap and set screws and stripper bolts. 
At 50c each, The Cincinnati Milling 
Machine Company is offering a milling 
speed calculator with instruction book. 
It is designed to facilitate milling op- 
erations by determining the correct 
speed and feed on jobs which may be 
new to the operators, or to new hands. 

Perusal of any industrial magazine 
will uncover a wealth of training ma- 
terial being offered to qualified per- 
sons. In this manner, industrial ad- 
vertising is making an invaluable con- 
tribution to the war effort which could 
not be provided in any other econom- 
ical manner. The Industrial Marketers 


of Detroit are preparing a bibliography 
of all training within industry mate- 
rial, which will.be made available to 
the War Production Board and other 
interested organizations or industrial 
companies. 


+ 


War Streamlines Sample 
Kit for Roofing Salesmen 


@ SALESMEN handling United 
States Gypsum Company’s roofing line 
can thank the war for lightening their 
burden. Heretofore a typical sales kit 
of a roofing salesman weighed around 
ninety pounds; the new USG kit 
weighs nine pounds and is a better 
sales tool. 

The “Shingleview” kit, as it is called, 
consists of actual samples of the dif- 
ferent roofings and sidings in the line, 
grouped in such a way that opposite 
each sample piece is a section of wall 
on which the roofing sample may be 
superimposed to give actual building 
effects. Nine schemes of roofing and 
siding may be set up. 

The selector is assembled in a brief 
case and is sold to roofing contractors 
or lumber dealers for $5. In addition, 
the company provides the dealer with 
a free counter display. 

With restrictions on the use of auto- 
mobiles, the roofing salesman with one 
of these kits will not be handicapped 
inasmuch as it is easily carried, where- 
as before it was necessary for him to 
load up his car with awkward samples 





yy SOCKET SCREW 
Ne / DIMENSION FINDER 
that will help you speed up work! 


_ 


PARKER-KALON 


Dualely Crete loa 
SOCKET SCREWS 

















This Calculator 


KEEP "EM CUTTING! 





Boot 
SO cons 





Calculators continue in favor as practical and wanted pieces of sales promotion. In these 
page ads, Parker-Kalon Corporation offers a free socket screw dimension finder, while at the 
right, The Cincinnati Milling Machine Company offers a milling speed calculator and instruc- 
tion book for fifty cents. Both serve as useful tools in speeding up war production work 
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Patriotic men and women anticipate 
victory for our Country, and now they 
prepare for the next “war” — the war for 
economic security! To assure prosperity 
for America after this war, industry must 
absorb those millions of workers now in 
our armed forces, and those millions 
more who are engaged in work which 
will cease when the war ceases. Forward- 
looking business men appreciate this 
important point and they are doing 
something about it. They are insuring 
continuation of their businesses for their 
own interests and because they know it 
is necessary to our national welfare. 


PREPARE FOR POSTWAR DAYS 


Many manufacturers, even though their 
plants are now 100% on war work, 
and even though they have no merchan- 
dise for general consumption, still keep 
in good working order their system of 
distribution, their contacts with dealers 
and consumers, against the day when 
they will revert to the making and mar- 
keting of peace-time products. It will 
be a comparatively easy job for those far- 
seeing merchandisers to pick up where 





KIMBERLY-CLARK CORPORATION « Neenah, Wisconsin 
Manufacturers + 
NEW YORK: 122 E. 42nd St. « CHICAGO: 8 S. Michigan Ave. + LOS ANGELES: 510 W. 6th St. 


Established 1872 


Let There Be No Blackout of Your Name 





they left off, because they are not going 
to be forgotten—they are allowing no 
blackout of their names. 

Keeping bright a high regard for prod- 
ucts temporarily off the market is a job 
the printed word can do and is doing eco- 
nomically for hundreds of companies who 
count on being in business after this war. 


HOW TO MAINTAIN GOOD WILL 


There are many ways to use the 
printed word to protect business identity 
—to keep alive acceptance for products 
and to keep intact a system of distribu- 
tion until it is again needed. A few sug- 
gestions are listed in the panel on this 
page. For some businesses a mailing at 
regular intervals of only a few thousand 
folders based on any of these subjects will 
suffice to maintain business identity, for 
others publication advertising is required. 
Most business men will agree, it is 
important to our nation that going con- 
cerns put printed words in service for the 
duration to assure their own survival and 
to provide millions of jobs for millions 
of workers after this war is won. 
Let there be no blackout of your name ! 
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in order to make a _ representative 
showing. 


The display kit was developed by 


lohn G. 


sales 


Maynard, USG advertising 


and promotion manager. 
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Conducts Prize Contest 

For Laundry Personnel 

@ A CONTEST among laundries to 
uncover how they have solved knotty 
plant problems through the use of 
products 
Salt 
Mfg. Company, Philadelphia, is be- 


laundry and = drycleaning 


manufactured by Pennsylvania 
ing promoted through the company’s 
house organ, “The Laundry Bundle.” 
Awards of $5 will be paid for every 
idea submitted found suitable by the 
judges and not a duplicate of one al- 
ready received. If later the idea is 
published in the house organ or used 
in the company’s advertising an addi- 
tional $10 will be paid. 

The contest is open to laundryown- 
ers, managers, foremen, operators, and 
washmen. All ideas submitted wheth- 


er or not they are awarded a prize 





By use of this new sales display portfolio, 
United States Gypsum dealer salesmen can 
show prospects how their house would look 
with various combinations of roofing and 
siding. In handy size the kit is easy to use 
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Front and back of large display board now being used in the Chicago showrooms of the 
Crane Co. to show how Crane products are being used in the war production program. 
Dramatic color photographs and illustrations take the place of the actual products themselves 
which cannot be spared for display purposes. Built by General Exhibits and Displays, Inc. 





become the property of the company. was attached over an illustration of a 


testimonials Fourdrinier machine to show its ap- 
plication and necessity. . . . The Glid- 


den Company, Cleveland, has a new 


In addition 
for Penn Salt products, the contest 


to getting 


will provide the company with useful 
sound slidefilm to tell an institutional 
Produced by Wilding Pic- 


ture Productions, Inc. 


data it can pass on to the trade, show- 


laundries are solving many story. 


ing how 
problems under war conditions. 


- 
Notes 


Let's Get To Work 
AMERICA! 


Wolverine Tube Company, Detroit, 
is successfully using a two-color, four- 
page folder with reply card to secure 
leads on war subcontract work. . . 
The Carpenter Steel Company, Read- 
ing, Pa., has launched “The Carpenter 
Reporter,” for employes to effect in- 
creased production and understanding 
It is being 
edited by the company’s agency, Beau- 
mont, Heller & Sperling, Inc. , 
The Mathieson Alkali Works, Inc., New 


York, is marking its fiftieth anniver- 


of the job they are doing. 


sary with a forty-eight page booklet, 
“Fifty Years of Chemical Progress,” 
tracing the growth of the: company 
To show 
the vital importance of paper and its 
products to war, Fastwood-Nealley 
Cor poration, Belleville, N. Bo has is- 
sued a brochure depicting its essential- 


to all WPB and 
A sample of the 
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The available supply of 1942 calendars of 
The Arco Company is being brought up 
to-date with a little hand decorating putting 
Adolph, Benito, and Hirohito in the squeeze 





ness. It was sent 


Washington officials. 
copper 


company’s Fourdrinier wire 
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“[ always read the ads in Chem & Met first, and then turn to 
the table of contents to see if there are any articles in the 
current issue that interest me. 

“With my primary interest in the advertising pages, I nat- 
urally leok for information — facts and figures, suggestions, 


new ideas that may help me now or sometime in the future. 


Won't Waste Company Time 

“Inasmuch as I do this reading at my office and on the 
company’s time, I cannot afford to waste time on ads that are 
abstract, too general, uninformative, or fictional, 

“I will read an advertisement that offers helpful informa- 
tion regardless of whether or not it is on a subject of current 
interest. One never knows when this information may prove 
to be extremely valuable. 


“Naturally, my purchases of equipment and materials are 


Meet GEORGE 
WALKER 


-«a chemical engineer 
and one of the Chem & 
Met readers who con- 
tributed to the “reader 
vote” referred to on the 
left-hand page. 





Mr. Walker received his chemical engineering education at 
Dartmouth, M.I.T., and Columbia. His first position in the 
Chemical Process Industries was with the Merrimac Chem. 
ical Co. That was in 1916. Since then he has been identified 
with Dorr Co., Grasselli Chemical Co., Southern Mineral 
Products Corp. and Glidden Co. He is now a chemical 
engineer with the Warner Co. at its Devault, Pa. plant 
(see picture on right). Warner Co. processes lime. As an 
indication of the importance of Mr. Walker's work, the 
value of the products of America’s lime and cement industry 
annually exceeds $229,582,000. 


‘| prefer advertising that gives facts and figures.”’ 


— says George Walker, chemical engineer of one of America's large Chemical Process Plants 


influenced by the ads I read. I probably won't go out and buy 
a product as soon as I see it advertised, but a manufacturer 
who succeeds in making a favorable impression on me through 
regular advertising is pretty sure of getting an opportunity 
to bid on the job when I find myself in need of his type 


of product. 


Likes and Dislikes 

“Things that attract my attention in an ad are: good photos, 
particularly those which show details or installations; flow 
diagrams of equipment or processes; headlines which tell me 
what the ad is about. 

“Things I don’t care for are: pictures which have nothing 
to do-with the advertised product; general copy which gives 
no information; un-funny cartoons; juvenile headlines and 


drawings; obvious statements.” 





Within the limits of available space, here are Mr.Walker’s comments on full page advertisements in Feb. Chem & Met 
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| like this sort of an illustration. The “This ad is Okay. They are not 
advertiser has taken a lot of trouble to making an overstatement, either, 
show something here that is interesting.” when they say 1,000 corrosive jobs." 
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“This ad gives you the idea that the 
no stuffing box’ is an exclusive Wilfley 
feature. They've made an impression.” 


“This ad is especially good. | read 
all of that copy. We have the chart 
on file in this office.” 
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The NIAA Conference 
Goes to War 


@ ANOTHER reflection of the alertness and 
flexibility of industrial advertising men is the 
change in dates for the annual national confer- 
ence of the National Industrial Advertisers Asso- 
ciation to June 29-30 and July 1 at Atlantic 
City. Rather than wait for the previously sched- 
uled time in the Fall when the meeting has 
usually been held, the conference committee was 
activated by a desire of a cross section of the 
membership to get together as early as possible 
to lay plans for a Summer and early Fall blitz- 
krieg in the war activities. It will be an all-out 
war conference which no industrial advertising 
and marketing executive should miss. ) 

In the short time this country has been at war 
as well as in its preparatory period, industrial 
advertising has demonstrated and proved its 
value and serviceability to the nation in an 
emergency. Alert to the needs of industry in its 
production problems, industrial advertisers lost 
no time in tailoring their copy and literature to 
be most helpful under the new conditions. 

Today the advertising sections of business 
papers are virtual encyclopaedias of production 
equipment, processes, and methods. WPB must 
not fail to include recognition for the contribu- 
tion which is being made in the advertising pages 
as well as in the editorial pages of business papers. 
Supplementing these pages also is a vast supply 
of technical information and training material in 
the form of handbooks, operators’ guides, motion 
pictures, and sound slidefilms being made avail- 
able to industry and the military. 

Other projects on which the NIAA confer- 
ence will concentrate its attention to increase 
effectiveness are the production promotion 
programs, conservation and salvage of materials, 
and postwar planning. On all these subjects, here 
again industrial advertising men have taken the 
ball and are pushing forward with commendable 
gains. These pages have been telling the story for 
months and many more outstanding campaigns 
are scheduled for review in the next issue. , 

_ Industrial advertising men are waging a good 
fight for their country and building a record for 
their companies of which they will be proud. 
But they are not through. They are going to 
Atlantic City the last couple days of June to 
sharpen their weapons and launch an even 
greater attack. Join them and make it 


unanimous! 
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Not Unpatriotic to 
Plan Ahead 
@ THERE is no denying that the number one 


job before everyone today is winning the war. 
Beyond that, however, is another task which no 
one can predict how soon it may have to be un- 
dertaken. When postwar planning is mentioned, 
some persons seem to feel it is an indication of 
lack of interest in winning the war and promptly 
frown on the idea. They also probably felt there 
was no need to prepare for war—it couldn’t hap- 
pen here. 

While there might have been reasonable doubt 
in some minds as to the probability of war, sure- 
ly no thoughtful person can question whether 
there will be a postwar era, and with no end of 
perplexing problems. 

So, it is not unpatriotic to do postwar plan- 
ning. It is part of the big job before us, and 
some part of our thought should be directed to 
it, and can be without endangering the war 
effort. The government has bureaus doing it; 
business can, too. Will someone come forward 
with a suggestion of what should be included 
in the planning for tomorrow? 


Keeping Information 
On the Job 


@ WITH the greatest demand in history for 
equipment and materials there is a similar need 
for information and data concerning it. With 
this situation in mind it is obvious that all pos- 
sible should be done to keep buying information 
available wherever product selection is made. 

Under the circumstances it might be well to 
survey the need for additional copies of catalogs 
and reference material within key plants to see 
that all buying influences are covered. It is dur- 
ing periods of industrial expansion and change 
as of today that prefiled catalog services and 
directories perform the especially useful function 
of being on the job when and where buying in- 
formation is needed by those who are not usually 
known as buyers or specifying factors. 

Although a buyer hard!y expects to be rushed 
by salesmen if he makes a request for a catalog 
or product booklet today, for those who prefer 
to give private consideration to prospective pur- 
chases before calling in a representative, it migh' 
facilitate distribution of product information 1! 
in connection with its offer it were stated, “No 
salesman will call unless requested.” 
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WAPORTANT ANNOUNCEMENT 
concerning WARTIME buildings 


dow con save STEAL and TIME 
ath Comenstone precast concrete units 





Che, SSS 
a The Comenstomg Company 


[oe Nacrwmal But Masttug Pittaberee Preeetnwes 


This Cemenstone page stresses the savings 
in time and steel that can be made with its 
precast panels and illustrates construction 
features with small line drawings at the left 


[CONTINUED FROM PaGeE 25] 


What Engineers Want 


tions yet made to industrial adver- 
tising.”” 

“We appreciate this kind of work 
by a publisher much more than the 


conventional promotion efforts.” 


A direct result of this encouraging 
response was our preparation of a 
third book. We chose fourteen ad- 
vertisements from Engineering News- 
Record and Construction Methods that 
illustrated the principles brought out 
in our field study. These we analyzed 
from the viewpoint of their value to 
our readers and, consequently, 
to the advertiser. The title 1S “ Ad- 
vertising That Meets Today’s Needs 
and Builds For Tomorrow.” 

The part industrial advertising can 
play in Our war effort has been so 
thoroughly covered editorially in 
INDUSTRIAL MARKETING and_ else- 
“ here that I need not discuss it here 
I'd like to point out, though, that 
our program of field research, under- 
taken two years azo, has developed 
and made available information that 
is being used effectively in wartime 
copy today. 

In fact, it is so sound and sensible 
that it’s directly applicable to amy 
type of industrial advertising af any 
lime. 

And right here I'd like to point 
out that any manufacturer of indus- 


trial products can do the same job 
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Mere Service You Can 
Get Out of Your Wire Ropes, 
the More Steel You Save for 

Other Vital Uses 
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Leschen's problem is not to sell more wire 
rope but to help users prolong the life of 
that which they have in service; therefore 
this page offering five service suggestions 


we did... and do it better! You can 
confine your interviews to one prod- 
uct instead of working all over the 
field as we had to do. 

Advertising managers, copywriters, 
and agency men will find it very 
much worth while to get out on the 
jobs, and talk to the men who buy 
and use their products. 

Naturally, you won’t hit pay dirt 
in every interview. But if you ap- 
proach the problem from the stand- 
point of “What can our advertising 
do to help?”—the chances are you'll 
come back with enough copy ideas 
to keep you going indefinitely. More- 
over, there are valuable by-products 
to be gleaned from field research. 
Such as: 

1. User testimonials. 

2. Photographs of your product 

being used successfully on the 

job. 

3. New (to you) merits and uses 

for your product. 

4. Better and more up-to-date copy 
terminology from the user’s 
viewpoint. 

Suppose you're introducing a new 
product or a new _ application. 
Wouldn’t it pay to get the prospec- 
tive user’s ideas of what to say about 
it? What se wants to know may not 
be what you ¢hink he wants. 

Maybe you’re working exclusively 
for Uncle Sam and can’t deliver to 
old customers or dealers. In that 
case perhaps you ought first to ask 
vourself what information you can 
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offer that will help them stay in busi 
ness. Second, ask your old customer 
the same question. Then see if th: 
answers are the same. If they’re not 
concentrate on the second set. 

If you’re an agency “new business’ 
man, you might quite profitably us: 
customer field studies as a means of 
developing effective speculative cam 
paign copy. 

But one word of warning. A study 
like this isn’t much good for develop 
ing so-called “institutional” cam- 
paigns. We found that our readers 
don’t care a hoot for copy that does 
no more than tell how much you're 
doing to further the war effort. What 
they want is information that helps 
them get on with their share of the 
war-winning. Do I hear The Copy 
Chasers chime in with a fervent 


““Amen’”’? 


W. Ellzey Brown in Army 


Wiley Ellzey Brown, vice-president and 
general manager, Cleveland Tractor Con 
pany, has been granted leave of absence 
to join the Army. He reported for active 
duty as a major at the Ordnance Train 
ing Center, Aberdeen, Maryland, April 
25. Major Brown had been with the 
Cleveland Tractor Company for three 
years and previous to that was engaged 
in sales and management activities in the 
tractor industry 


Cy Perkins Hits High C 


Cy Perkins, Chicago representative 
Petroleum Engineer, has been elected 
president and official keeper of the pitc! 
pipe of the Chicago chapter of the Socte 
ty for the Preservation and Encourage 
ment of Barber Shop Quartet Singing in 
America. This society, which has over a 
hundred chapters scattered throughout the 
country, has been entertaining at numer 
ous military camps where their old-time 
melodies seem to have been enthusiast 
cally received by the men in the service 


Allshouse in Air Force 


Don Allshouse, advertising manager 
Northern Equipment Company, Erie, Pa. 
has been granted leave of absence to enter 
service as a first lieutenant, Army Ar 
Force. He reported for preliminary trai 
ing at Miami Beach, Fla., May 28. He 1: 
a past president of the Advertising a! 
Sales Club of Erie, and of the Inter: 
tional Afhiliation of Sales and Advert 


ing Clubs 


Lieut. Best Reports for Active Duty 


Lieutenant Sidney R. Best, USNR, w 
has been with Perry-Brown, Inc., Cinx 
nati advertising agency, for the past t 
and a half years as production manag 
reported for active duty May 20 He 
be succeeded at Perry-Brown by his for 
er assistant, Jerome Graham 


Tyson Gets General Ceramics 


General Ceramics Company, Keash: 
N. J., has appointed O. S. Tyson 
Company, Inc., New York, to handle 
chemical stoneware and insulator advert 
ing 
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Consider the facts! 


MODERN INDUSTRY reaches more than fifty thou- 
sand men who control management policy, including 
specifying and buying, for more than 31,500 of America’s 
largest, most active manufacturing plants 





- - » Tells what’s going on, what has happened, why 
it happened, what it means, how it affects indus- 
try, now and later 


- Reports and interprets news on war production, 
government boards, the courts, organized labor, 
materials, equipment, processes, products, mar- 
kets, trends 


- Tells it accurately, tersely, pictorially, so that 
every page of MODERN INDUSTRY gets read 
closely, intently. 


Every day this year 
a new plant has chosen 
MODERN INDUSTRY... 


as the best means of obtaining effective mass dis- 
tribution and readership of vital product data among 
industry’s management men. In other words, up to 
and including the day this advertisement went to 
the engraver, MODERN INDUSTRY has received an 
average of one new contract for every working day 


this year. 





It boils down to this: 
Important industrial advertisers use MODERN INDUS- 









TRY because it assures them mass coverage and reader- 
ship of so many important manufacturing administrative 
and production executives. 

MODERN INDUSTRY, 347 MADISON AVE., NEW YORK, N.Y. 
CLEVELAND: Union Commerce Bidg.;: CHICAGO: 20 N. Wacker Drive: 


SAN FRANCISCO: 68 Post Street; LOS ANGELES: 1709 W. 8th Street: 
PHILADELPHIA: 220 South 16th St.; ATLANTA: 1722 Rhodes-Haverty Bldg 





NOD IER 
IND YS TRY 





MORE THAN 50,000 COPIES IN MORE THAN 31,500 PLANTS 




































Advertisements like these show management how the health and capacity of workers can be 


protected to avoid gaps in the production line when manpower supply is at a premium 


[CONTINUED FROM Pace 31] 


The Printed Word 


By the same token, no one is better 
acquainted with the plants that need 
this material than the manufacturer’s 
representatives and his distributor 
salesmen. There are today more than 
two thousand distributors of industrial 
machinery and equipment. These dis- 
tributors employ in excess of eight 
thousand salesmen who are contacting 
and are intimately familiar with every 
war plant in the country. This does not 
include thousands of specialized man- 
ufacturers’ agents, electrical supply 
distributors, the salesmen of direct 
selling manufacturers, and a host of 
others who gain their living through 
servicing our manufacturing indus- 
tries during this emergency. 

These groups should not be consid- 
ered as salesmen or distributors. They 
should be known as service engineers 
and instructors in modern production 
and maintenance practices. They 
know which plants need what type 
of information, and if it is given to 
them, can spot it where it will do the 
most good. Since seventy-five per 
cent of all this information and train- 
ing material must be transmitted to 
our supervisors and workers while they 
are producing, these men are in a most 
strategic position to assist. They must, 
however, be supplied with an enor- 
mously increased volume of such ma- 
terial in order to do so. 

As the need for this information 
becomes increasingly acute, adver- 
tisements that are confined to gener- 
alities and high sounding phrases will 
be resented by the industrial readers 
who are desperate for information. 
This is no time for glamour. What 
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we need is down-to-earth, dirty-finger- 
nail information that will help thou- 
sands of green production men get the 
stuff out to our men in the services. 

The official bulletin published by 
the Department of Commerce or April 
23 states, ““Advertising can contribute 
to the war effort in many ways... in- 
formation on better ways of using ma- 
chinery, time-saving methods that can 
be adopted, labor-saving efforts made 
possible by new attachments or new 
operating tricks. Advertisers can dig 
up scores of items of worth while in- 
formation, and the readers of adver- 
tisements will be grateful for having 
them passed along . . . It is a kind of 
advertising that would specialize in 
long copy—long enough to tell the 
complete story.” 

And there is no more effective way 
to build for the future and assure 
brand preference among the men who 
will specify after the war than to 
help them out in this manner. For 
many of these new production and 
operating men will be in power in the 
buyers’ market that is sure to come. 
To help them now is just plain horse 
sense. 

These are not idle words, but facts 
which we must face if we are to sup- 
ply our armies with the material need- 
ed to win the war. The men of the 
War Production Board, who are fa- 
miliar with our projected production 
schedules, have attested to this fact 
again and again. Philip D. Reed, 
chairman of the board of General 
Electric Company, new serving as 
chief of the industry branches of the 
War Production Board, when dis- 
cussing this problem on April 29, stat- 
ed: “These labor shortages will be- 
come increasingly acute as our war 
program develops. Therefore, every- 
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thing possible must be done to show 
the men responsible for this production 
how equipment can be most effectively 
used. Manufacturers and their rep- 
resentatives serving industry can sub- 
stantially assist in this work. The 
manufacturer knows how his product 
can be most effectively used, while his 
representatives are acquainted with the 
men in the plants to whom this infor- 
mation must be transmitted... We 
hope they will assist by disseminating 
such educational information as wide- 
ly and as quickly as possible.” 

The war program now offers the in- 
dustrial advertising manager the great- 
est opportunity to serve in the history 
of his profession. The technical in- 
formation and “know-how,” covering 
the most efficient and productive use 
of his product, is at his disposal. He, 
better than anyone else, has the talent 
and training that will enable him to 
prepare and direct this information to 
the users of his products. He can, 
moreover, carry on this work with a 
double satisfaction, for not only will 
he be contributing to a high degree to 
the success of our war, but he will 
also be rendering a service to his future 
customers which will stand him and 
his company in good stead after we 
have won it and have again returned 
to a normal business and a _ buyer’s 
market. 


Minkler to Direct 
Young Radiator Sales 


William A. Minkler has been appointed 
sales manager of the Catalog Products Di: 
vision, Young Radiator Company, Racine, 
Wis., a department in which he has served 
since 1939 as assistant sales manager under 
M. F. May, vice-president in charge of 
heating, cooling and air conditioning 
products. Mr. Minkler will direct the 
headquarters sales staff as well as the sixty 
odd sales representatives from coast to 
coast handling Young heating, cooling 
and air conditioning equipment. While 
Mr. May will continue to supervise the 
catalog products sales program, he will 
also do special work in connection wit! 
government and war effort activities 


Arther Now Captain in Army 


William C. Arther, president, Ensig: 
Advertising Agency, Pittsburgh, and 1 
structor of advertising, University of Pitt: 
burgh, has been commissioned a captal' 
in the Army Air Corps. After a six-week 
training course at Miami Beach, Fla., |! 
will go on active duty in the combat 1 
telligence department 


Tom Maloney Instructs in Navy 


Tom Maloney, president, U. $. Came 
Publishing Corporation, and head of t! 
T. J. Maloney Advertising agency, has r 
ceived his commission as lieutenant in t! 
Navy. Mr. Maloney is an Annapol: 
graduate and will serve as a Naval R: 
serve instructor 
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Copy Suggestions from our Readers 
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This book is packed with copy ideas 
for building products. It includes a 
comprehensive “Check Chart for Pre- 
paring Effective Advertising.” It’s es- 
pecially useful if you've got a “what- 
to-say copy” problem. An agency's 
vice president said: “I can use this. 


It's swell.” 


Here are 14 advertisements that illus- 
trate successful applications of the 
principles brought out in field inter- 
views with engineers and contractors. 
Each advertisement is analyzed from 
the viewpoint of why it helps the 
reader ... and the advertiser. A sales 
manager writes: “To advertise when 
you have nothing to sell is indeed a 
problem, so we find it most useful.” 


If you manufacture equipment, you 
can use this book to help plan your 
advertising. It tells what engineers and 
contractors want in equipment adver- 
tising. You'll find here plenty of ideas 
for today’s copy problems. An adver- 
tising manager said: “One of the most 
useful contributions yet made to indus- 
trial advertising.” 





ENGI ERING NEWS-RECORD and CONSTRUCTION METHODS serve 
engin cred construction, including bridges, highways, industrial- 
comm. cial-public buildings, Army camps, air and naval bases, 
shipwoys and shipyards, docks, waterways, mass housing, dams, 
tunne pipe lines, sewerage, sewage disposal, irrigation, flood 
tontro’ drainage, waterworks. 
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These Free Books contain helpful 








Construction Methods can do for you 


Influence 


1. Consultants . in engineering and architectural 
firms who design structures and specify materials and 
installed equipment. 


Persuade 


2. Staff Engineers: Army, Navy, States, Cities, manu- 
facturers who approve designs and specifications, who 
supervise construction and okay purchases. 


Sell 


3. Contractors ... who buy equipment and materials. 


Contact these 3 buying influences and you insure consideration for 
your products during every phase of the 3-step buying procedure. 
Here’s how buying factors were covered on 50 Federal-financed war 
plants by Engineering News-Record and Construction Methods. 


ENR and CM 
BUYING FACTORS COVERAGE 
Consultants (engineering and architectural firms) 944, % 


Ce oe cas cha ose eae ee een ead .--. 100% 
SFE PORE OEE. 100% 
Operating Company Engineers.................. 84% 


(Detailed reports of these 50 projects will be sent on request.) 


Aggressive product promotion to these men will pay dividends 
now ... and after the war, when a double-barreled construction 
program will get under way. 

First, the government is planning a tremendous array of public 


works to cushion the slack-off at war's end. 


Second, a huge backlog of war-deferred, “non-essentia!” construc- 
tion is now accumulating. The longer the war, the larger the backlog. 


Engineering News-Record and Construction Methods represent a 
quick and economical means of getting the product information you 
have to where it’s needed. 


What Engineering News-Record and 








A. E. PAXTON, Manager 


Engineering News-Record and Construction Me:hods 
330 W. 42nd St., New York City 


Please send me: 


[] “Advertising That Meets Today’s Needs and Builds For Tomor- 


row.” 


[] “Engineers and Contractors Tell What They Want To Know 
About Building Products.” 


[} “Construction Men Tell What They Want To Know About Equip- 
ment.” 
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Pages 
Industrial Group 1942 1941 
Aero Digest 230 *154 


Air Conditioning & Retrig 
: eration News (w) (1144 

REGGE «ee: ined sees 20 4\ 
American Builder & Build 


Ee OO Fee ‘ 72 102 
American Machinist (bi-w) | 421 337 
American Wine & Liquor 

SS re ; Phe 10 16 
Architectural Forum se 103 103 
Architectural Record peed 56 62 
Automotive & Aviation In- 

dustries (bi-w) ... a. 137 107 
Aviation ra : 179 129 
Bakers’ Helper (e.0.w.)... 89 106 
Brick & Clay Record . 26 24 

| Bus Transportation . ; 78 71 

: Ceramic Industry "32 39 
Chemical & Engineering 

News ee . 42 27 
Chemical & Metallurgical 

Engineering ile 229 211 
Civil Engineering : ; 1.) 26 
Coal Age ; 2 76 6858 
Construction Digest (bi-w) 59 +82 
Construction Methods (8% 

x12) ae : 86 75 
Cotton : ; LOO 101 
Diesel Power  < Diesel 

Transportation . 39 45 
Diesel Progress (8x11). 43 44 
Electric Light & Power... 62 72 
Electrical Contracting .... 86 79 
Electrical South ... re 24 $38 
Electrical West 39 "46 
Electrical World (w).. 290 277 
Engineering & Mining Jour 

nal ote a , ~ SY 68 
Engineering News - Record 

(w) ss oe [187 
Factory Management + 

Maintenances . 213 193 
Food Industries : 82 56 
Foundry S161 S| 46 
(yas . : $45 $57 
Ga Age (bi-w) $65 $84 
Heating, Piping & Air Con 

ditioning . 72 86 
Heating & Ventilating 32 45 
Hitchcock's Machine Tool ° 

Blue Book (414x614) 269 204 
Industrial os Engineering 

Chemistry 107 104 

Ve. The of 


Publication Advertising 
Continues to Increase 
@ ADVERTISING in_ business pa- 


pers continued on the increase in 
May issues, with 115 publications re- 
porting a gain of 3.3 per cent as com- 
pared with May issues a year ago. The 
volume of advertising which has ap- 
peared in business papers for the first 
five months of this year was 4.8 per 
cent greater than in the like period 
of 1941. The figures are based on re- 
ports of the publications shown in the 


above tabulation. 


Eighty-five papers in the industrial 
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AND CLASS PAPERS 


monthlies and have 


Unless otherwise noted, all publications are 


standard 7x10-inch type page 


ADVERTISING VOLUME FOR MAY ISSUES OF INDUSTRIAL, TRADE, 


Pages 

1942 1941 
Industrial Power (41/2x6%s) 88 83 
SOE CDs ck ccuncawe */506 *1463 
LS Fe occ icceect 36 59 
Machine Design ........ 113 76 
ES POET Ter 262 235 
Manufacturers Record .... *38 *37 
Marine Engineering ©& 

Shipping Review ...... 160 108 
Mechanical Engineering .. 53 49 
Metal Finishing ......... 49 50 
Metal Progress .......... 92 90 
Metals and Alloys........ 108 75 
Mill & Factory.......2.-. 236 227 
DE PROS 6 6 es ensues §220 §202 
Modern Machine Shop 

(414x6! SP wsecese oe 2 273 230 
National Petroleum News 

RS ea 55 86 
National Provisioner (w).. || {90 $115 
Oil & Gas Journal (w) 

CORTEZ) cvccces .. +91 *240 §f*283 
Oil Weekly (w)......... *140 #210 
The Paper Industry and 

Paper OO ee 73 63 
The Paper Mill (w)...... 72 £76 
Paper Trade Journal (w)..||*130 $*130 
SE PD, a ois a lin oa well 60 81 
Petroleum Engineer ...... $106 83 
a ar SOW, pacunceene *77 *8] 
ee ne 202 196 
Power Plant Engineering... 116 90 
Practical Builder (10x 

ea eee ae §25 $23 
es ree 49 2 
Product Engineering ..... 141 115 
Products Finishing (42x 

6! Dp cccccccesessceces 33 39 
ee rr 159 132 
Railway Age (w)....... SE351 §£354 
Railway Purchases & Stores 78 64 
Refiner & Natural Gasoline 

Manufacturer ......... 121 104 
Roads & Streets......... 46 66 
Southern Power & Industry 93 83 
NE ee ae se we 320 244 
Telephone Engineer ..... 33 27 
Telephony (w) .......§//T*101 §f*89 
TO UE os <eesc ewes 113 115 
The Tool Engineer....... *132 *R86 
Water Works & Sewerage 33 6 
Water Works Engineering 

Se ea one 49 51 
Welding Engineer ....... $42 133 
Western Construction News 64 71 

must not be quoted or reproduced 


classification carried 9.1 per cent more 


business in May issues, and 9.4 per cent 


more for the 1942 five-month period 


as compared with a year ago. 


Some 


publications, however, reported 


creases of over twenty per cent 


the month. 


in 
fo 


r 


The trade group slumped badly in 


May, reporting 24.9 per cent less vol- 


ume for the month and fifteen per 


cent less for the five months as against 


last year’s figures, according to re- 


ports of eighteen publications. 


The twelve class papers reported a 


drop of 12.4 per cent in business in 


May issues this year and 7.5 per cent 


witt 


Pages 
1942 194] 
WOR VOGT vcéveccton 39 l 
Wood-Working Machinery 

NEE ic wacavien es *64 0 

eee eee eee 9900 9.071 
Trade Group 
American Artisan ....... 48 75 
American Druggist ...... 68 86 
American Exporter ...... 110 142 
Boot & Shoe Recorder 

Eres eres T|*137 *£169 
Building Supply News 48 49 
Commercial Car Journal... 89 81 
Domestic Engineering... .. 56 72 
Farm Implement News 

Pn aceuwkawsuee se 54 76 
Hardware Age (bi-w).... 91 F159 
Jewelers’ Circular The 

Re “caicetneeeee 76 78 
RE en Pere 71 110 
OS Oe ee 50 69 
Plumbing & Heating Jour- 

OP. ca celen aie eu oenk's 23 34 
Sheet Metal Worker...... *34 *55 
Southern Automotive Jour- 

ARS a ee 41 61 
Southern Hardware ...... 40 42 
Sporting Goods Dealer... 40 70 
Wine & Liquor Retailer... 25 38 

ND aig wna ee dae 1,101 1,466 
Class Group 
Advertising Age (w) (10% 

hy eee eee ee 81 90 
American Funeral Director 36 52 
American Restaurant .... 39 67 
Hospital Management .... 38 32 
Hotel Management ...... 38 59 
Industrial Marketing ..... 70 63 
Modern Hospital ........ 104 86 
Nation's Schools ........ 28 51 
Oral Hygiene (4 5/16x 

Ub: > Aer 119 108 
Restaurant Management .. 35 57 
School Management (9'1/yx 

t. 7S 8 14 
Trafhe World (w)....... 75 87 

ee caceuachaurenes 671 766 

§Includes special issue *Includes 
classified advertising Last issue esti 


mated. {Five issues. Three issues 


ut permission. 





less for the period to date as compared 
with like issues in 1941. 

In last month’s tabulation, the num- 
ber of pages for The Oil Weekly for 
April, 1942, should have been 131 in- 
stead of 186. Inadvertently, the fg- 
ures for Civil Engineering were indi- 
cated as for five issues and the last 
April, 1942, issue estimated, whereas 
the publication is a monthly. 





To Lloyd Mansfield 


Lloyd Mansfield Company, Buffalo, 14s 
been appointed to handle the accou: 
Electro Refractories & Alloys Corp ra 
tion, Buffalo. 
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In the May issue, for example, FACTORY editors told 


HOW to build the will to win 
HOW to get war work 
HOW to schedule 168-hour work weeks 
HOW to secure employee suggestions 
HOW one plant doubled production 
HOW to welcome new men 
HOW to keep motors running 
HOW to be ready for air raids 
HOW scheduled lubrication saves oil, machinery and time 
HOW incentives cut wiring costs 
. in addition to many other worthwhile tips 


on maintenance 


In this fast-changing world, technical management—regardless 
of the industrial titles represented by these men— is expressing 
increased interest in FACTORY’s maintenance section. The 
reason for this is quite obvious. In an economy of conservation 
and scarcity, proper maintenance procedures spell the difference 
between smooth flowing, uninterrupted production and shut- 
downs, bottlenecks, and plant inefficiencies. Technical manage- 
ment relies on FACTORY’s maintenance section to solve such 


typical headaches as 


HOW to organize maintenance crews 

HOW to maintain production on ‘round-the-clock 
operations 

HOW to keep buildings in operating order 

HOW to keep equipment working under severe condi- 
tions 

HOW to provide facilities for worker health and comfort 

HOW to guard against fire, sabotage, air raids 

HOW to conserve materials 


In FACTORY, as in no other publication, technical manage- 
ment gets this kind of information in each issue, every issue! 


FACTORY ADVERTISERS REAP 
THE BENEFITS OF INTENSE READERSHIP! 


FACTORY ’s readers view its advertising pages with as much 
interest as the editorial content. Both are an essential part of 
their industrial education geared to today’s needs. And the pro- 
gressive advertiser makes capital of this fact by telling HOW 
his products can be used to aid the war effort-—HOW they can 
be used to speed production—HOW they can be made to last 


FACTORY 


MANAGEMENT & MAINTENANCE 


AM aw-Hill Publication .. . . . 330 West 42nd St., New York, N. Y. 


“ \ 
SE FACTORY—PLANT OPERATING MEN °° 
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How FACTORY editors help readers 
(and advertisers) in the JUNE issue! 








FACTORY 


MANAGEMENT AND MAINTENANCE 
JUNE 1942 


McNutt on Labor Conscription............... 58 
How to Build the Will to Win............... 66 
Do’s and Don’t’s for New Executives......... 72 
Using Isometric Drawing to Speed Assembly. ... 73 
Significant Labor Developments............... 83 
Better Handling Broke a Bottleneck........... 84 
Where Negroes Are Filling Jobs in War Produc- 
ee RCE Re ee eae ere 
New Assembly Layout—20% More Output..... 88 
RE. CH A Ge SN 6 5 vines ckecesssccaws 90 
Do Workers Want to Manage?............... 92 
EE NOE nit sc aee cd cinddosocsnens 94 
Carter Products, Incorporated................ 96 
Maintenance as the Editors See It............. 98 
 k kU ree 99 


With Right Care, Conveyor Belts Will Carry On. 105 
Good Housekeeping — Plant Operation Library 


LS SE ink ns ch Ain as carne hs ee Ga Wek amie ee ace 107 
Keep Arc Welders Welding................. » 18S 
Stop Waste of Welding Gases................ 119 
Transformer Connections Can Work for You. . .120 
I on cin ccecteaetia oe eeree eed 126 
ee Ee I i nos veneers scaenens 128 
What’s New in Equipment.................. 136 
Ge CED ov nhc bsdesscctsedcanctsine 202 











longer—HOW they operate—HOW to get them . . . and other 
information of a similar nature to enable technical management 
to grasp quickly HOW the advertised products will benefit them. 
If you want to get a firm foothold in industry’s top-priority 
plants, if you want to tap the powerful buying influence exerted 
by plant operating men, and if you want to build good will for 
your products for the present and the future, NOW is the time 


to use FACTORY regularly! 
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[ CONTINUED FROM Pace 19] 


Dow Chemical 


with their own business. During the 
hour of personal contact or the few 
minutes they can be reached through 
the printed page in a technical journal, 
they are not, fundamentally, prepared 
to hear or read about magnesium, in- 
secticides, chemistry in oil production, 
or any other subject of secondary in- 
terest. 

As this is true of the dry cleaner 
so is it also true of the metallurgist, 


the pharmaceutical chemist, the road 
builder. Consequently, in each of the 
many industries constituting Dow’s 
market, its success hinged, to a sizable 
degree, on the effectiveness of the 
sales operation as limited to the prod- 
uct per se. 

This situation introduced still an- 
other factor, and a very important one 
—Dow’s competition. Anyone fa- 
miliar with advertising costs is well 
aware that business paper advertising, 
per publication is relatively inexpen- 
sive. An average of $200 per page will 
buy space in the majority of industrial 








branches ... 





LARGEST CIRCULATION 


Here's an industry that's “going great guns”... due both to 
the emergency and to numerous new developments in ply- 
woods, laminated woods and compregnated woods. It's de- 
manding a huge volume of a great array of products. 

Get your message to this entire field —both old and new 
at the lowest actual rate and lowest rate per 
page per 1,000 readers—through the WOODWORKING 
DIGEST, the new name for a 43-year old publication .. . 
“going to town” with this sensationally active field which can 
give you orders with priority ratings. 

WOODWORKING DIGEST is the only “Digest” magazine 
in the woodworking field. Send for “tells-all” circular. 













TOTAL CIRCULATION 





RATE PER PAGE PER 1000 READERS 





*These 1942, ‘ 
reso: aera ame aces paeerce $13.97 
Saath ot ie een 
ING 0 is 12,000 monthly. 
$10.92 
$10.67 
5,050 
4,552 
$3.85 
WOODWORKING MACATINE MAGAZINE MAGAZINE WOODWORIUNG MAGAZINE MAGAZINE MAGAZINE 
ONGEST - 8 c DIGEST a vs — 
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publications. Nor can one expect to 
corner the market on good sales repre 
sentatives. 

It is quickly apparent that prestige 
is difficult to erect solely in the busi 
ness press or through personal contact. 
Competition, regardless of size or 
merit, is prepared to appear before 
such individual markets on a page-for- 
page basis. It, too, can match man- 
power. Neither cost nor opportunity 
stand in the way. 

Dow saw this clearly and took the 
one step that only an organization of 
its size and service to industry could 
take—the opportunity and impact of 
general media advertising. 

Starting with a semi-experimental 
program in one general publication, 
Dow studied the reaction to this 
effort. The results were sufficiently en- 
couraging to warrant expansion which 
ultimately led to the use of one of the 
major weekly publications plus sev- 
eral other magazines of general reader- 
ship. 

This campaign actually serves in 
several capacities. First, and most 
important, it talks over the shoulder 
of the mass reader to the specific 
customer of Dow—to the thirty-odd 
individual markets. It supplies a 
rounded picture of the full extent and 
importance of Dow as a _ chemical 
producer, thus lending added prestige 
and importance to the sales effort in 
any given field. Oil producers, 
leather tanners, food processors learn 
how Dow is bringing important bene- 
fits to our great aircraft program 
through magnesium, to the fruit 
growing industry through new and 
superior chemical compounds, to the 
toiletries field through synthetic aro- 
matics, and to their own industry. 

Dow salesmen can “stick to the 
story” as it applies to the customer in 
front of them; Dow advertising in 
the technical journals can concentrate 
on the properties, uses, and advan- 
tages of the material being advertised. 

And yet, to these phases of the sell- 
ing process is being added a greater 
appreciation, a greater respect, for the 
name and national importance of Dow 
—a broader understanding of the value 
of Dow’s scientific contribution to 
more effective industrial chemistry 

Secondly, this broader reputation 1s 
being built as a permanent Dow asset 
In a business of such broad potenti 
ties, the utilization of chemicals m.) 
spring up in industries previously \ 
concerned with chemistry, just as 
curred in the oil producing indust 
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@e Not every manufacturer can, of 
course, actually build an M3... but 
hundreds of manufacturers today are, in 
fact, building needed war equipment by 
supplying the “top priority”, war-essen- 
tial mining industries with urgently re- 
quired machinery, equipment and sup- 
plies. For these industries comprise the 
basic “Home-Front” that must first be 
won as we provide the vital Coal, Metals 
and Minerals needed to feed our war 
machine. 

The job the mining industries are doing 
today is a patriotic, Victory-essential 
“first”! Supplying over 50% of the na- 
tion’s energy, war-demanded production 
of coal is being upped constantly 

1942 will soar at least 40% ahead of 
1939. The vast tonnages of critical 
metals and minerals required for every 
Step of our victory program are racing 
ahead! non-stop . For instance, 1942 
mine production of Bauxite is expected 
to be 373% above 1939, iron ore 87% up, 
copper ahead 48%, ete. 

To a mplish this terrific task, mining 
men in the United States and Allied 
Countries require huge quantities of 


*quipment and supplies, government co- 
*peration, priority clearance ... and 
they’r: getting it! A-l-a and A-1-c pri- 
orities. governmental development and 


48sistence, manufacturers’ supplies of 
neede’ products are solving thousands 


of day-to-day operating problems. Ev- 
ty piece of equipment, every machine, 
every 


y scrap of material allocated to es- 
tential mining today is building a much 


Aeteene 





needed tank as surely as though it were 
that minute in a Detroit arsenal! 


Perhaps You, Too, Can Help Build That 
Much Needed Tank 

The mining of coal, the mining, milling 
smelting and refining of metals and non- 
metallics are today for the most part 
highly mechanized, necessitating thou- 
sands of pieces of equipment and supply 
items. If you’re not now selling to these 
essential industries, investigate their 
possibilities today ... our research staff 
will be glad to analyse the use of your 
products, and provide you with detailed 
marketing information, without obliga- 
tion. Use the coupon below. 

If you’ve already joined mining men in 
their daily fight for increased tonnages. 
may you and other manufacturers long 
continue to provide the materials and 
equipment they need, the helpful, useful 
information they use daily! 

Productive Peace-Time Markets, Too! 
Consider your sales potentialities in the 
normal, peace-time markets that will re- 
turn when today’s war-production job is 
done! The essential mining industries 





What to Say in Your Advertising That 
Answers Today’s Problems and Builds 
For the Future 


In this new 16-page booklet you'll find definite 
copy suggestions, and examples of current adver- 
tising, that will help you serve your customers 
and prospects under today’s conditions, while at 
the same time cementing their good-will and rela- 
tions for post-war operation. We think you'll find 
“Advertising in War Togs Serves the Essential 
Mining Industries" sincerely helpful, and we 
want you to have a copy. Write us today, or use 
the coupon, and we'll shoot you one immediately! 
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not only are basic War-Markets, but will 
pay you dividends as productive Peace 
Markets. Their products will be urgently 
needed to rebuild a war-torn world! Ev- 
ery item you sell to them today is build- 
ing firm customers and interested pros- 
pects for the time when your operations 
return to normal—every sale you make 
builds for the future! 


War-Essential “Vehicles of Communication” 


CoAL AGE and ENGINEERING & MINING 
JOURNAL are your primary publications 
in these fields! Greater circulation... 
editorial leadership . . . wider advertis- 
ing acceptance than any competing pub- 
lication offer you coverage values un- 
paralleled in these industries. Let us 
prove these statements! 


Coal Age wininc Jovnnat 


A. B.C. - A. B. P. 


McGraw-Hill Publications for 
Essential Mining 


330 West 42nd Street New York, N. Y. 





eo 
H. W. CLARKE, Publisher 

Coal Age - Engineering and Mining Journal 

| 330 West 42nd Street, New York, N. Y. 

| Send me your new booklet, “Advertising In War To 
| es The Essential Mining Industries.” 

| 

| 

I 


Ol would like detailed information about the essential mini 
industries as markets for our products. We make 
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As these new opportunities arise, 
Dow is prepared to bring its products 
to those markets with, at least, a 
friendly recognition of its acknowl- 
edged reputation. It is not a stranger 
in a strange land. 

Finally, there is the great American 
public from whose favor all business 
blessings flow. While Dow, in most in- 
stances, is far removed from across- 
the-counter merchandise and may 
never undertake to market a product 
for the retail consumer, nonetheless it 
is these millions who constitute “pub- 
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FROM TOP RANKING OFFICIALS 
PROGRESSIVELY DOWNWARD 
TO SKILLED WORKERS. . 


Every manufacturer who produces Machinery, Chem- 
icals, Equipment or Supplies used in Pulp and Paper 
Manufacturing should keep his sales facts or services 
before the men who are responsible for Produc- 
tion. The Paper Industry and Paper World is the 
medium. It is edited by specialists—is the only 
A.B.C. Monthly, and has the highest mill circulation. 
This coverage gives you straight-to-the-mark action 
among the men who use, buy or specify. 


We will gladly confer with you concerning the ap- 
plicability and market potential of any product for 
this Industry. Consult us. 


FRITZ PUBLICATIONS, INC. 


lic opinion” and whose good work and 
friendly favor are well worth the win- 
ning by any manufacturer able to 
seek and merit them. 

Forgetting for the moment the cur- 
rent situation which has precipitated 
much of Dow’s production to our na- 
tional needs, the Dow market is nor- 
mally a thin market—or perhaps it 
should be described as a series of thin 
markets. Yet, Dow is evidencing the 
same bold, unorthodox approach to its 
selling as it has to chemical produc- 
tion. Never content to “do things 








99 EAST VAN BUREN STREET, CHICAGO, ILL. 





as they’ve always been done,” willing 
to tackle the “impossible” as is so im 
pressively evident in Dow’s successful 
extraction of magnesium from the 
salty waters of the sea—Dow is ad- 
venturesome, ready to explore mor 
productive formulae for sales. 


[CONTINUED FROM Pace 40] 


Problems 


greater achievements would be pos- 
sible if the proper spirit could be 
developed through a more vivid pic- 
ture of our national situation and a 
clearer understanding of what every 
person can do about it.” 

He went on to say he believed the 
leading men in Washington and in 
industry were trying to fight this 
war along too intellectual lines. He 
said: “As a nation we have much 
to resent. Our own American boys 
have been attacked and killed, thou- 
sands of them, by ruthless enemies; 
thousands of them have been cap- 
tured and are prisoners. This is some- 
thing to get mad about.” 

He urged our leaders to become 
incensed—to get mad and not con- 
tinue along abstract and impersonal 
lines. If we bring this clear picture 
of attack home to our men and other 
people of America, they too will “get 
mad” and want to do something about 
it—more than they are now doing. 
Their clear understanding will make 
them want to fight and work, want 
to give, want to pay, want to do 
everything within their power to con- 
tribute to the winning of the war. 

You hear so many say, “I would 
like to do something more to help win 
the war,” and yet that person may 
have several hundred pounds of scrap 
metals, old rubber, etc., about his 
place. In fact, thousands and thou- 
sands of tons are lying around in fac- 
tories, farms and homes while fur- 
naces are down and our boys at the 
front are not getting their fighting 
steel as quickly because of indiffer- 
ence at home. 

It is the advertising man’s task to 
get this shocking picture so clearly 
before every person that a condition 
of this kind can not possibly continue. 


E. P. Nielsen Joins the Colors 


E. P. Nielsen, for the last ten years 4 
member of the staff of Evans Associates 
Inc., Chicago, has received his comms 
sion as a lieutenant in the Army 
Corps last month and was ordered to a 


Southern camp at once 
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PRIOKRITY... 









The AS.M.E. CATALOG Gets It 





Because of his importance in the War Production Pro- 
gram, the mechanical engineer has become more impor- 
tant to the merchandising world. He is essentially 
the key man for the procurement of machines and materi- 
als. In the middle of this bee-hive of activity he is the 
miracle man who finds the way and the machine and the 
substitute material to produce the thing that could not 


be produced yesterday or last week. 


This is nothing new to The American Society of 
Mechanical Engineers for the A.S.M.E. és the mechanical 
engineer, a giant manifestation of the composite of his 
experience and Ais skill for over 60 years, embodied 
in one organization. In peace times it labors on, with- 
out fanfare or publicity. In an emergency it is expected, 
through its complex and interlocking organization, to 


produce miracles of production—and does. 


Nor all mechanical engineers belong to the A.S.M.E. 
but all mechanical engineers look to it for leadership. 
All join in and cooperate in many activities such as 
codes, standards, researches and the like for the reason 
that they have a tried and reliable rallying post from 


which they can start. 


All look to its publications as being stable, informative 


and accurate. They know, for instance, that the A.S.M.E. 


MECHANICAL CATALOG does contain practically all 
the sources for items that a mechanical engineer needs. 
They know that its pages are not only packed with 
engineering information concerning products of firms 
who are lending their support to this work, but also that 
its pages provide access to thousands of products and thou- 
sands of companies to whom the privilege of being listed 
is extended so that mutual benefits arising from this 


policy may not be dependent upon advertising patronage. 


They know that in the A.S.M.E. CATALOG they have 
the best reference for the use of mechanical engineers. 
They know that the principal consideration in its publi- 
cation is that its usefulness, comprehensiveness and 
accuracy be of the highest order. They know it is edited, 
compiled and published by engineers for engineers. 
They know that its language is their language—that 
terms used in it are terms of the profession. They know 


it is good, accurate and comprehensive. 
How is this known? 


They, these mechanical engineers, have told us (the 
publication office) these things in various polls that 


have been made by us of the market. 


ARRANGE NOW for inclusion of Your Catalog 





1943 EDITION ISSUED 
THIS FALL! 


32nd Annual 


Volume 
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THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS « + © © © © © © 29 West 39th Street, NEW YORK, N. Y. 





Midwest office: 205 W. Wacker Drive, Chicago, III. 
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Government Handbook 
Discusses Advertising Costs 


@ A NEW HANDBOOK entitled 
“Explanation of Principles for Deter- 
mination of Costs Under Government 
Contract,” published by the Govern- 
ment Printing Office, discusses adver- 
tising costs in a chapter headed “Limi- 
tations on Admissible Costs.” The 
pertinent section reads: 
“As a general rule advertising is 
an inadmissible item of cost, on the 
reasoning that advertising is not 


required in order to do business with 


THE °BPLLC. SPECIALIZED EXPORT MAGAZINES 


the government. However, certain 
kinds of advertising of an industrial 
or institutional character, placed 
in trade or technical journals, not 
primarily with the object of selling 
particular products but essentially 
for the purpose of offering financial 
support to such trade or technical 
journals, because they are of value 
for the dissemination of trade and 
technical information for the indus- 
try, are not really an advertising 
expense to effect sales so much as an 
operating expense incurred as a 
matter of policy for the benefit of 


._* 


SS under the most favorable: ‘chrcum- 


stances, there is a greater need for adver- 


tising in export than in domestic markets. 


The vast extent of the overseas territory 


and the remoteness of even the nearest 


markets makes direct personal contact 


costly and infrequent as compared to 


domestic coverage by factory repre- 


sentatives. Experience has proved that 


advertising, properly used, can do much 


to compensate for the inability of Ameri- 


can export sales executives to call on 


the entire trade abroad at short intervals. 


“BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
330 West 42nd Street, New York City 


Publishers of —INGENIERIA INTERNAC! 


NACIONAL—/ 
AUTOMOVIL ICANO, EL FARMACEUTICO, 
tive Distributors (Published in separate 
American GUIDES for CONSTRUCTION and INDUSTRY (Publi 
rate editions, both editions in Spanish). 


UCTION Edition, INGENIERIA INTER- 
Overseas 


ONAL—CONSTR 
STRIAL_ Edition, THE AMERICAN AUTOMOBILE x ), EL 
The yt: GUIDES for Overseas Automo- 


editions), and The Latin 
ished annually in sepa- 
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the business and the industry. Here 

again the contractor’s accounts 

should provide for suitable analysis 

to distinguish between possibly ad- 

missible and inadmissible costs.” 

A following section, made up of a 
single sentence, has this to say about 
selling and advertising expenses of in- 
dependent sub-contractors: 

“The considerations relating to 
the admissibility or limitation upon 
ordinary and usual commercial sell- 
ing and advertising expenses may 
have different aspects in the case of 
sub-contractors than in the case 
of prime contractors dealing directly 

with the government.” 


[CONTINUED FROM PaGE 17] 


Keasbey & Mattison 


tion, but they were able to give advice 
and help to our customers, which 
enabled them to perform better 
against the tremendous demand cre- 
ated by the war effort. 

To specifically amplify the value 
of this codrdination, we use the fol- 
lowing illustration, which is an ac- 
tual one which occurred in obtain- 
ing and executing a specific war 
order: 

The Navy Department developed a 
special type of structure for seaplane 
hangars in isolated bases. Keasbey 
& Mattison Company was successful 
in securing the order for one of the 
first of these structures erected. This 
gave us accurate knowledge of the 
structure and the materials required 
of the type we manufacture to com- 
plete it. 

Knowing through our Washington 
contacts that more of these buildings 
would be erected in various locations, 
we immediately gave complete details 
to our interested district sales man- 
agers, who in turn relayed the infor- 
mation to the salesmen contacting 
the various Naval points in their area. 

Certain of the accessory materials 
required for fastening the sheets of 
corrugated asbestos used as roofing 
and siding soon became critical ma 
terials, and without these accessory 
items the sale of the corrugated would 
have been impractical from the stand 
point of the Navy. 

As our priority department listed 
the critical materials and furnishe« 
this information to the purchasing 
planning, and production depart 
ments, these departments in turn wert 
able at all times to advise the sale 
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department of the company’s position 
regarding the critical materials and 
the priority required to secure them. 
This enabled the sales organization 
quickly and truly to present the pri- 
ority position to the purchaser, who 
could then arrange to get the correct 
priorities so that the necessary ma- 
terials would not be delayed. 

The results of this codrdinated 
effort were contracts for hangar after 
hangar as the awards for construction 
were made. This knowledge of detail 
enabled our company to deliver on 
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time materials for each one of these 
projects, and we are sure that com- 
pletion of them on schedule has aided 
in our Naval aerial defense operations. 

Carrying forward our defense and 
war effort activities brought to our 
attention certain weaknesses which 
had crept into our distribution sys- 
tems, and this enabled us to develop 
quickly a stronger distribution system 
which proved invaluable in getting 
critical materials and much needed 
materials on the job at the earliest 
possible date. This also brought to 


Outstanding in the business field are 
these INDUSTRIAL PUBLICATIONS. 
We produce them—have for years, with 
eminent satisfaction. 











_.. INDUSTRY 
TS Ba 


Putting 


Your Publication 
to Bed On Time 








TS EASY to put a publication to bed on time when you 


know how. An alert editorial staff plus the enthusiastic co- 


operation of an honest-to-goodness printer should do the trick. 


As the printing end of such a combination, we have demon- 


strated that we can hold up our end beautifully. We've been 


doing it for almost two score years! 


Many leading trade periodicals roll off our presses regularly 


experts handle every phase of the work—there are no bottle- 


necks—-the magazines move freely, smoothly, quickly they're 


out on schedule. No other unexpected “‘job” interferes. 


Simple? With an organization like ours, yes. 


If you would like to have this kind of service, why not let 


us tell you our story? We will call any time you say. Address 


PUBLICATION DEPARTMENT 
WESTERN NEWSPAPER UNION 


HAYmarket 6100 . . . 210 S. Desplaines St., Chicago 


From Copy to 


Mailing . :; ALL IN ONE PLANT 
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our attention the necessity for forti 
fying the company against postwar 
times, when distribution will play 

more and more important part in thx 
sales success of a company which ha 
adopted a distribution policy such a 
Keasbey & Mattison Company uses 

Distribution that has a_ financial 
security and a strongly entrenched 
sales position in its field is invaluable 
at all times, but will be particularly 
necessary in the postwar era, and we 
have been able to develop our distri- 
bution systems during these emer- 
gency times, so that we feel reason- 
ably sure that in later years our distri- 
bution will carry us forward. 

The things we found most helpful 
in this program that has now carried 
over a period of better than two years 
were, first, we had adopted a plan; 
second, we had followed it through 
in detail; and third, thinking made 
the plan work to the advantage of 
all concerned, directly or indirectly. 
And we do not hesitate to say that 
we have no fears regarding investiga- 
tions in any phase of our activities 
to service the defense and war pro- 
grams. The record has been kept 
clear and clean, and this peace of mind 
is worth as much if not more than 
the material benefits that we obtained 
through our plan of participating 
whole-heartedly in the defense and 
war effort, and our codrdination of 
this participation. 

It has become a practice today to 
let straight-thinking be swayed by 
many  factors—astronomical dollar 
expenditures, economists’ varying the- 
ories as to the past, present, and fu- 
ture, literally hundreds of govern- 
ment agencies asking for facts and 
figures—these and many other diver- 
sifications make it difficult to main- 
tain an even keel. But we have 
discovered through our approach to 
the problem just discussed that by 
reducing each of today’s problems 
to the least common denominator, it 
enables us to follow through in what 
we feel is the most sensible and eco- 
nomical method. We definitely are 
of the opinion that by approaching 
the war effort problem and sorting it 
out so that no phase of it is a mystery, 
making known to each interested in- 
dividual or department in the com- 
pany the result of experience and 
thinking, not only the sales depart- 
ment but the entire company can and 
will function to the best interests of 
the country, its war effort, and the 
individual company. 
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HOW TO GET BUSINESS 


From “Industry’s Biggest Buyers” 


in which design engineers 
tell how your advertising 
can help them 


Mechanical designers, responsible for 
the engineering of war equipment and 
redesign of essential civilian products, 
represent a top priority market today. 
What are their problems? What infor- 
mation do they seek in your advertising? 
They’ve told PRODUCT ENGINEER- 
ING in a series of reader interviews... 
and we pass on this data as_a_service 
to help you help’ your best customers. 
There’s a lot of “know-how” in the lit- 
erature shown at the right — send for it 


via coupon today! 
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Send for These 3 “HOW” Services... 


WHAT THEY'RE DOING 


A report of the all-time-high 
design activity in 1100 of Amer- 
ica’s biggest plants . . . repre- 
senting billions in annual pur- 
chasing power. Includes a list 
of the machinery designed and 
manufactured by these PROD- 
UCT ENGINEERING readers. 
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WHAT THEY WANT TO KNOW 


A new 32-page book containing 
unedited comments by engi- 
neers on the design problems 
they are facing today—sugges- 
tions on how advertising can 
be helpful to them. Six sec- 
tions: General, Materials, Me- 


WHAT'S NEW TODAY 


A regular bulletin to keep you 
posted on current problems and 
“what we want to know” ideas 
as expressed by leading design 
engineering executives. 


chanical Parts, Electrical Pafts, 
Fabricating Methods, Finishes, 
Each illustrated with “ex. 
ample” ads from PRODUCT 
ENGINEERING. An impor- 
tant book, full of copy angles. 














PRODUCT ENGINEERING 
330 W. 42nd St., New York, N. Y. 


Please send me my free copies of the literature checked below: 
C1) Booklet ‘‘HOW YOU CAN HELP INDUSTRY'S BIGGEST BUYERS” 


(1) Booklet ‘‘HOW HAS WAR AFFECTED INDUSTRY'S BIGGEST 
BUYERS?"’ 


C) Regular bulletins “‘HOW YOU CAN HELP PRODUCT ENGINEERS 
TODAY” 


Company . 


Address 
















@ BECAUSE of the precarious con- 
dition of his health and on the advice 
of his physician, J. C. McQuiston, 
better known as the “Grand Old Man 
of Advertising” to his thousands of 
friends both in and out of that fra- 
ternity throughout the country, has 
retired to take life easy after a busi- 
ness career unmatched for its accom- 
plishments and pioneering efforts in 


J. C. McQuiston, Pioneer Advertising Leader 
and Former Westinghouse Ad Chief, Retires 


the fields of advertising, both general 
and industrial, radio broadcasting, 
and in public relations. 

The resignation of Mr. McQuiston 
as secretary-manager of the Amer- 
ican Gear Manufacturers Association, 
the last step in his long and note- 
worthy business career, was an- 
nounced with deep regret at the 
group’s twenty-sixth annual conven- 








































Evidence of a 


JOB WELL DONE! 


The mail brings constantly to SHEET METAL 
WORKER evidence of a publishing job well done 


Here is what a prominent Milwaukee sheet metal 
and heating contractor wrote: 


“I have been one of your subscribers to SHEET METAL WORK- 
ER for approximately 20 years and I want to say I would not be 
without this magazine for twice the amount I pay for it. It is get- 
ting better every year. Keep up the good work.” 


A new subscriber from the Northwest writes: 


“... we are primarily interested in your publication for what infor- 
mation it may have to offer in assisting us in our defense program.” 


CONFIDENCE AND SATISFACTION 


on the part of subscribers is reflected by one morn- 
ing’s mail: 62% of the renewals were for 3 years— 
15% for 2 years, and 23% for 1 year. Here is confi- 
dence in the future and confidence in SHEET 
METAL WORKER. 


New problems are confronting dealers and contractors today 
and manufacturers and publishers alike can be of assistance. 
In the editorial pages and the advertising pages they can find 
information and data which will help in the solution of these 
problems and in the general conduct of their business. They 
look to their trade papers for help. Your advertising in 
SHEET METAL WORKER now will attract more than 
usual attention. 


SHEET METAL WORKER 


45 WEST 45th STREET — NEW YORK, N. Y. 
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J. C. MeQUISTON 


tion held last month at Hershey, Pa. 

The records of the AGMA reveal 
that “JC” or “Mac,” as he was known 
to his friends and acquaintances, was 
present at the Lakewood, N. J., meet- 
ing way back in 1917, at which the 
association was organized. In fact, 
he, with Victor Beam, selected the 
Laurel House at Lakewood as _ its 
birthplace. 


It was ten years ago, following his 
retirement as general advertising man- 
ager of Westinghouse, that he accept- 
ed the position of secretary-manager 
of the AGMA. This was back in 
1932 with the trials and tribulations 
of depression, and the membership 
of the association was at a low ebb 
—about forty, comparable with 122 
at the present time. To become 
familiar with association work, Mr. 
McQuiston attended the Institute of 
Trade Executives at Northwestern 
University and became familiar with 
practices in other associations. As a 
result, many changes and improve- 
ments were introduced in the form 
and routine of the association. 

But Mr. McQuiston had an out- 
standing career of service in back of 
him at that time. As general adver- 
tising manager of Westinghouse he 
had established a reputation as an 
outstanding leader, nationally known, 
in the advertising profession. Joining 
the Westinghouse company in 1897 
as a young man just out of busines: 
college, within five years he was pu 
in charge of the company’s adve! 
tising, a responsibility which he held 
until joining the AGMA. It is doub: 
ful if any man has ever had a broad 


experience in the many forms of ad 
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vertising which have been employed 
since the turn of the century. 
Resourceful, dynamic, a keen stu- 
dent of products, markets, and dis- 
tribution, and with an enthusiasm 
for his work, Mr. McQuiston is cred- 
ited with being a prime factor in 
bringing the advertising and ~ public 
relations of the vast electrical indus- 
try up to its present high state of 
development and perfection. He al- 
ways was quick to fit Westinghouse’s 
advertising to its specific selling needs, 
and once convinced of the soundness 
of a plan, he never hesitated to pur- 









sue it boldly without reference to 
precedent or tradition. 

When Station KDKA, Pittsburgh, 
the pioneer broadcasting station of 
the world, began operation in 1920, 
Mr. McQuiston was made responsible 
for all programs put on the air. Other 
stations naturally patterned their pro- 
grams after this first station so that 
the influence of Mr. McQuiston’s wide 
experience has been very beneficial to 
the whole field of radio broadcasting. 

Mr. McQuiston always has been 
active in all 


extremely association 


work bearing on advertising or on 
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the electrical industry. He is past 
president of the Association of Na- 
tional Advertisers, has been thre 
times president of the Pittsburg! 
Advertising Club, was one of th: 
founders of the Technical Publicity 
Association, New York, and active 
in the organization of the Nationa! 
Industrial Advertisers Association. He 
has been prominent for years in com- 
mittee work in the National Electric 
Light Association, American Electric 
Railway Association, Pennsylvania 
Electric Association, American Gear 
Manufacturers Association, and other 
organizations of the electrical indus- 
try or allied to it. 

This tribute to Mr. McQuiston ap- 
peared some years ago in “Greater 
Pittsburgh,” the official organ of the 
Pittsburgh Chamber of Commerce: 

“Gifted with a most pleasing and 
dynamic personality, and combining 
the abilities of analyst, speaker, and 
writer, Mr. McQuiston is probably 
the best known advertising executive 
in America. For over thirty years, 
he was in charge of advertising for 
Westinghouse Electric & Mfg. Com- 
pany. Entering the advertising pro- 
fession when it was in its infancy, 
he contributed greatly to its growth 
and organization, and many of the 
present high ethics of the profession 
are the result of his practice and 
preaching. Old time advertising men 
will remmeber him for his slogan, 
‘Advertising must be truthful,’ and 
the modern group for his equally 
well known tenet, ‘Advertising and 
selling must go hand in hand.’ His 
captions, “Divide the cost by the 
years they last’ and ‘Doing more with 
less’ were examples of strong copy 
appeal. His position in radio broad- 
casting is unique in that he is the 
only advertising man privileged to 
have been a member of the original 
council of Westinghouse executives 
who decided to inaugurate broadcast- 
ing and who laid down the policies 
and practices to be followed. He it 
was who caused the first union of 
broadcasting with newspaper publish- 
ing when he located a studio in the 
printing plant of the Pittsburgh Post. 

“As an advertising man, Mr. Mc- 
Quiston has left the imprint of his 
personality on every branch of his 
profession.” 





H. E. Doughty Promoted 


H. E. Doughty, formerly a district man’ 
ager at Philadelphia, has been appointed 
assistant sales manager of Jessop < rel 
Company, Washington, Pa. 
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Advertising Made Easy 


“We'll set the halftone in at an 
angle, against a solid black panel to 
make it ‘stand out.’ Then we can 
tie in a vignette of the plant, and 
run a hand-lettered headline through 
it. Work in some small line cuts 
of the product .. . get the trade mark 
and sig in nice and big, and then fill 
the remaining area with text. 

“Got to get an effect that stops 
the customers dead in their tracks.” 

Well, maybe so. And yet, it seems 
that every month hundreds of advertis- 
ing men give themselves a lot of un- 
necessary worry over putting their 
ads together. In many instances the 
end result is confusion. 

Too bad, because, actually, putting 
an ad together is a very simple matter. 
All one needs, as you know, is a good 
picture, a good headline, text that 
tells enough, and a simple signature. 
Yes, the trade mark can go in, too, 
but it doesn’t have to be three feet 
high, or anything like that. 

This RCA Sound Systems, spread 
illustrates perfectly what we’re talk- 
ing about. Spot first the trim, sharp 
shot of the amplifiers. Then note 
the headline, out in the open all by 
itself, and set in a face any printer 
stocks, Condensed Gothic. “The im- 
portance of sound in ‘BEATING 
THE PROMISE,’ ” is all it says, and 
that good. A subhead details it 

everal unadorned paragraphs of 
text explain it a plain one-point 
tule box tells about RCA’S “Beat the 
Promise” program as written up in 
Factory .. . and down at the bottom, 
black type against white paper, is just 
this, “RCA Sound Systems—Music— 


) . ° . ” 
Pag —Communication. 


Advertising Made Easy 


Little Ads . . . Follow the Editors . . . 
Colorful Copy . . . “How to”. . . Washington Letter 


These few elements are combined 
in a layout as simple as simple can be, 
and the finished job is a pleasure to 
the eye. Take a good look at it. Let 
it remind you that sound simplicity 
is better than all the tricks you can 
try. 

You can find other good examples 
in both business and consumer papers. 
Here’s U. S. Steel’s, “More bombers 
will roll off the ‘line’ tonight!” Beau- 





The Copy Chasers’ 
Principles 


@ THE COPY CHASERS base 
their criticism of industrial ad- 
vertising on the following basic 
principles, which they use in 
their own daily chores: 


1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 


2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make _ reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 


4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 
salesman himself would be 
ashamed to say. If necessary 

good solid “‘reason-why.” 
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tiful bleed photo . headline and 
copy in an_ unfancy, rectangular 
panel. 

Here’s Liberty Mutual’s, “The Man 
Who Had No Face.” Great headline, 
terrific snapshot of the subject with 
his face’ completely covered with 
bandages . . . three columns of text 

.. and the Liberty Mutual signature 
and slogan arranged as an ordinary 
business card. 

Almost the same format holds for 
Owens-Corning Fiberglas in its page, 
“The ‘Sandhog Motor’ that got a 
new lease on life.” Above that head 
is a well-handled drawing of a mine 
locomotive in action . . . below it 
three columns of copy, and a straight 
type signature. 

See how simple it all is? But re- 
member . . . you must start with a 
good picture, a good headline, and 
provide well-written, “tell enough” 
copy. 


Little Ad You've Had a Busy Day 


Quietly, | unassumingly, there’s 
quite a bit of good small-space copy 
earning its keep these days. Perhaps 
we ought to report on it more often. 
Anyway, here’s some of this month’s 
crop: 

Armstrong Dye Products—a quar- 
ter page aimed at hotel people, “Dye 
Your Carpets Right on the Floor 
for only 16c a yard!” Copy says 
Armstrong’s Liquid Carpet Dye comes 
in 30 standard colors, ready to use 

saves up to ninety per cent of 
replacement costs . . . is sun-fast 
and wash-fast and if you send 
a swatch from one of your carpets 
Armstrong will dye it free so you 
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can test it. And that’s a lot for one 
little quarter page! 

Universal Engineering Company— 
“3 Day Delivery on Universal Drill 
Bushings” is the pointed headline. 
block of 


copy, clean layout, and that’s it. 


Cartoon illustration, short 

duPont—Ninth page unit, “Guard 
Their Hands Against Infection,” tells 
the story of “Pro-Tek,” a new pro- 
hands. 


pictures tell 


tective coating for workers’ 


Three little captioned 
how to apply it, what it does, and 
how easily it washes off. Picture of 
the product does the rest. 

Syntron Com pany—Stopping head- 
line on this unit—‘Are Your Bins 
and Hoppers Constipated?” 

Ditto Hunter Pressed Steel’s, “How 
the Barrel Spring gets that way.” 

Ditto Cleveland Tramrail’s, “One 
Man Easily Moves 7 Tons.” 

Ditto 
“Making a Little Horsepower Do a 
Lot of Work.” 


Ditto 


Robinson Manufacturing’s, 


Brothers’, “What 


makes a spring grow old?” 


Dunbar 


Then there are hardworking little 
fellows like The Paine Company’s, 
“This Paine Bit in a Rotary Drill is 
worth 10 others used with a Ham- 
mer.” 

And Garlock’s Packing’s, “Gar- 
lock Klozure Oil Seals Protect Your 
Bearings—They Keep Oil and Grease 
IN—They Keep Dust, Dirt and Wa- 
ter OUT.” 

And Stackbin Corporation’s, “A 
Storage Unit that REDUCES HAN- 
DLING of Parts and Materials.” 

Like Foxboro “Quick 
Solution to Humidity Problems!” 

Like H. M. Harper’s, “Get This 
New Guide for Bolt Users.” 

Like Pioneer Rubber’s “Reinforce 
Those Productive Hands.” 

And Robbins & Myers’, “9 Ways 
New! R & M Steel 


Com pany’s 


better 
Hoists.” 

I ike Delta 
“New 
Plates at unusually Lou 


Manufacturing Com- 


pany’s, Improved Surface 
Prices!” 

And here’s a small space winner, 
Webster's, “Saves six Fit- 
about the 
Valve, 
simple layout and nice 
To wit... “Every time 
Double-Service 
replaces two units—a trap 


Warren 
tings,” a single column 


Webster 


marked by 


Double-Service 


crisp Copy. 
a Webster Valve is 
used it 
and a valve. Saves six or more items 
of pipe and fittings. Saves critical 
materials. Saves pipe and steamfit- 
That is why. . . etc., etc.” 


a great “war” adver- 


ter’s time. 


This is 
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fi 
lf 


Esse Gastr sa 


tisement, produced under the di- 
rection of Harold F. Marshall, 
Warren Webster’s advertising 
manager, now in the service. 


Speaking of single columns, you’ve 


probably noticed Westinghouse’s 
“teasers” on the Westinghouse CS 
Motor. Practice apparently is to spot 
several of them throughout the pages 
of books carrying motor 
space. This is typical of these 

“TUFFERNELL!” (Cartoon of 
tough gent biting a hunk out of an 
iron spike.) “That’s the improved, 
radio-frequency tested insulation that 
helped keep Westinghouse CS Motors 
Years Ahead! See Page 110 and Page 
111.” The layout technique is an 
effective poster style with bold free 


regular 


brush lettering. It’s smart! 


“Tell All” Ad-of-the-Month 


Again demonstrating that you 
don’t need double trucks or four-page 
inserts to do a “Tell All” job, we give 
the nod to the Greenlee Tool Com- 
pany for its informative third-pager 
headed, “How to Bend 1'4-4™% in. 
Pipe 3 Times Faster.” Twenty-one 
short lines of main text elucidate on 
the product’s virtues. Immediately 
below it there’s a subhead, “Here’s 
Why You Save Time with Greenlee 

followed by five check 
The first one reads, “One 


Benders,” 
points. 


man can easily and quickly develop 
the pressure needed to bend condui 
up to 4'% inches.” Another reads, 
“The Greenlee, built in one unit, is 
easily carried to the job and set up 
and is easier for operator to handle.” 
The others are in a similar vein. From 
headline to signature we'd label this 
a pretty efficient piece of advertising. 
To Gerald O. Fossler, of Green- 
lee’s advertising department, our 


“Tell All” badge of the month. 
Follow the Editors 


“Follow the editors and you can’t 


, ” 3 h na 
go wrong!” is a theme song weve 


sung ever since this little feature 
started in 1937. Since that time 
many people have climbed on the 
bandwagon, and that’s good, for 
never was it more important than 
today. 

It’s interesting 
this works out when you have some 
classic example as a demonstration. 
Take the May issue of Mining & 
Metallurgy, for example, which was 
completely devoted to the Morenci 
Development of the Phelps-Dodge 
Corporation. Going through the ad- 
vertising pages we immediately dis- 
cover ninety-odd per cent of the 
advertisers tying in directly with the 
editors, discussing the usefulness of 
their installations at this mine, and 
the like. 

For instance, here’s B. F. Sturte- 
vant pointing out, “Sturtevant Dust 
Control Fans handle 10 tons of Air 
for every ton of Copper . . . pro- 
duced at World’s most modern Cop- 
per Mine.” And here’s a _ well-illus- 
trated spread (fine installation pho- 
tos) from Link-Belt talking about, 
“Over 3500 Link-Belt Conveyor 
Idlers Assure High-Capacity Han- 
dling of Ore.” Here’s another, from 
Electric Storage Battery, “9 Giant 
New Storage Battery-Trolley Loco- 
powerful ever 


to see how well 


motives—the most 
used for open cut mining—Equipped 
with Exide-Ironclads.” 

No need for fancy headlines when 
you’re sending on the same beam 4s 
the editors. 

And here are two more spreads 
one from The Texas Company s 
ing, ‘“Phelps-Dodge at More 
Chooses TEXACO for its new $35 
000,000 Open-Cut Mine and M: 
—and another from The Dorr C 
pany, “7 Acres of Dorr Thick 
Capacity for P. D.’s New Mor 
Mill.” 

Tying in closely with the editors | 
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Free Manual 
tells HOW 


90 PAGES OF PRACTICAL HELP Demon- 
strates, by example, how your advertising, 
too, can help fight this war; help custo- 
mers; help build a sound foundation 
for future business. 


WANT FACTS? No chronicle of theories and opinions, this. 
“A Guide to Effective War-Time Advertising” is a factual 
report based upon the testimony of business leaders who 
have found ways to make their advertising helpful to their 
customers and prospects at a time when help is so desperately 
needed. It shows, too, how “oversold” companies now use 


“service advertising”: 
editors do. . 


how they do as the business paper 
. use their space to transmit important informa- 
tion from where it is to where it is needed. 


4,000 ordered by May 1 
Get yours before they're all gone! 


Useful Advertising Needs No Defenders! 





We have to use 
EVERYTHING WE'VE GOT 
to win this war! 


Good business papers are multi- 
purpose carriers that can con- 
vey important messages quickly, 
accurately, economically, to 
special groups of men with 
kindred war-time problems. 


America, the world’s greatest 
user of these vehicles of com- 
munication, has a powerful 
tool to use against the Axis. 


By making the best possible 
use of business papers, now, 
we can strike a blow that will 
be felt across both oceans. “A 
Guide to Effective War-Time 
Advertising” will help you do 
this. One copy is yours for the 
sking . . . if you'll ask before 
1ey're all gone. 





1E ASSOCIATED BUSINESS PAPERS 


{ national association of business 
ications devoted to increasing 
ir usefulness to their subscribers 
i helping advertisers get a bigger 

return on their investment. 
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After you read this ‘‘Guide,’’ you will have a new concept of what advertising can 
do to help America’s war effort and to help your company solve its customer-relations 
problems, present and future. And you will know what GOOD “institutional” ad- 
vertising is! 

The “Guide” features advertisements that show some recognition of the conditions 
which today have increased rather than lessened the need for making business paper 
adv ertising useful, informative and specific! This “Guide,”’ while comprehensive in 
itself, is only our introduction to a collection of case studies that will constitute a 
veritable WAR ALBUM. Send for it now and you'll receive additional up-to-the- 
minute case studies, free, as fast as they're produced. 


TWO SUPPLEMENTS NOW INCLUDED! 


In the first one a company head tells why his organization uses FOUR separate 
business paper advertising campaigns as tools of management to help solve difficult 
customer-relations problems under “sold out’’ conditions. 


The second Supplement is Part One of a continuing study of dealers’ war-time prob- 
lems. It reports what distributive people are up against today and illustrates how 
some consumer goods manufacturers are using dealer paper advertising to speed 
useful suggestions and practical information that helps solve their mutual problems. 








MA GAY 


HOW YOUR ADVERTISING CAN HELP WIN THE WAR 








ASSOCIATED BUSINESS PAPERS, 
Dep't. 2763, 369 Lexington Avenue, New York City 


Please send, without obligation, my free copy of ABP’s latest aid to advertisers, "A 


we Guide to Effective War-time Advertising,” including the supplements. 


NAME 





POSITION 





COMPANY 





STREET CITY & STATE - 
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always been the obvious thing to do 
in special theme issues. Of course, it’s 
ABC stuff when the editors are writ- 
ing about the Morenci Mine, for ex- 
ample, for the advertiser to talk about 
his installation at that project. And 
many advertisers do this admirably in 
this particular issue of Mining & Met- 
allurgy. But we cite it here primarily 
as a reminder that tying in with the 
editors in any issue, regular or special, 
is always the smart thing to do. That 
doesn’t mean the advertiser necessarily 
ties in with any particular articles in 
the editorial section. It does mean 
that he knows enough about the edito- 
rial philosophy and purpose of each 
publication he uses to have his adver- 
tising copy in tune with what the edi- 
tors of each book are trying to accom- 
plish. 

That’s the one sure way for reader 
and advertiser to get maximum benefit. 


Colorful Copy 


Among the ads that registered with 
us this month were a good handful 
marked by a free and easy touch. We 
mean ads like Aridye Cor poration’s 
““Dummkopf! Warum konnten mir 
das nicht machen?’” which, freely 
translated, they explain, means, “Why 
couldn’t we make that?” And in 
case you want further explanation 
as to what holds the ad together, get 
this first paragraph, “Four years ago 
an executive in Germany’s largest 
textile research laboratory said, ‘After 
several years’ work we have concluded 
that it is not feasible to affix inert 
pigments to textile fibres with resins. 
We don’t believe it can be done prac- 
tically. We are giving up the proj- 
ect. ~ Well, Aridye didn’t .. . and 
Aridye licked it! That’s the tale. 

We like Graton & Knight's car- 
toon series, “ ‘Did I hear a belt with 
TWO lives?’ ‘Nes, I said... a@ 
belt with TWO lives!’ ” 


drives home a basic sales point in 


because it 


homely, rememberable fashion. 

The same reasoning holds for O. C. 
Duryea’s “A ‘Safety Helmet’—to pro- 
tect your freight.” Perhaps you've 
noticed that illustration of the giant 
football helmet fastened on one end 
of a freight car about to be coupled 
to another. It’s a stopper all right. 
We like the staccato manner in 


which the H. W. 


headed, “Clear track ahead!” opens 


Butterworth page 
up. “Faster and faster .4 million 
blankets . . 20 million yards of 
woolens 30 million yards of cot- 


tons ... Winter uniforms .. . Sum- 
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lo convey oil, steam, gas, water— 


or a Vote! 





mer uniforms . . . Shirtings . . . socks 
-o+ Kents. 


der bags . 


parachutes . . . Pow- 
. Textiles—for Victory!” 

And we go for the breezy handling 
of Cluett, Peabody’s “Do the girls in 
your plant dress like THIS? or 
THIS?” 

We like American Metal Hose’s 
“To convey oil, steam, gas, water— 
or a Voice!” well enough to give it 
one of our winner’s ribbons. Nothing 
super about this page with its illus- 
tration of an Ediphone, but it tells 
the story of this product better than 
any advertising of this outfit’s that we 
recall. This copy covers the broad 
applications and merits of flexible 
hose ...a separate block offers two 
helpful booklets. Congratulations 
to A. W. Spence, Jr., of Ivey and 
Ellington, Philadelphia agency. 

We think York Ice Machinery’s 
page, “Helping to put America’s 
Planes on top!” will win a lot of 
attention for its interesting illustra- 
tion showing various plane ceilings 
in terms of altitude, pressure, and 
temperature—also in light of enemy 
bombing range, weather, anti-aircraft 
fire and human endurance. 

Speaking of illustrations (because 
the copy in this particular page could 
be lots better) we think the kid 
bouncing on his bed in the Lee Spring 
Company page, “Good springs can 
start the day right for we oldsters, 
too!” is really something. 

And we like the ads under these 
excellent headlines W atson-Still- 
man’s “How to Manhandle 5000 Tons 
of Bridge.” — Carrier Corporation’s 
“Where 6/1,000,000 of an_ inch 
means a Hit!”—Carbide and Carbon 











Chemicals’ “It’s Molded 
can bend it double!” 


How About “How To”? 


Thanks to Séeel, and its excellen 
current promotion, we are reminded 
of the ever reliable ““How to” tech- 
nique, today more valuable than ever. 
Probably we’ve written more words 
about this kind of copy than any 
other type, and compared with old 
time direct mail sellers, we're just 


. . but you 


raw recruits. Anyway, here are some 
recent examples of good use of 
“How to.” 

Walter Kidde & Co. says, “FIRE 
and how to fight it!” in a color page 
containing considerable helpful  in- 
formation on the subject. There’s a 
“fire” illustration with three para- 
graphs of product copy below it 
specifically about the Lux Extin- 
guisher. Across the bottom and at 
the right are several “spots,” devoted 
to such items as, “Watch Electrical 
Maintenance”—"Built-In Extinguish- 
ing’—‘Aim Like a Gun’"—etc. 

Here’s Black & Decker’s, ““How to 
Lop Time Off Schedules—even if 
your crews are Short-Handed.” This 
page pays it readers well with useful 
info on B&D electric tools. Four 
illustrations with short captions show 
application and time-economy of dif- 
ferent kinds of tools, and there’s a 
worth while booklet offered under the 
subhead, “How to Make Your Tools 
Last for the Duration.” 

duPont’s “Three Dimensional See- 
ing” is an intriguing and timely story 
all in itself, and it is very well han- 
dled in a bleed color page, “How to 
Beat the ‘Blackout’ that Slows Down 
Production.” A second head, equally 
prominent, goes on to state, **Time 
Study Shows More Output with 
Three Dimensional Seeing.” Before- 
and-after illustrations show an ordi- 
narily painted machine tool and one 
painted for “Three Dimensional See- 
ing.” 

Republic Steel’s, “How to Save 
Time in Getting Steel,” is direct and 
to the point. An all-type spread, 
offers two specific suggestions to help 
clear up the steel situation. Both 
customers and Washington should go 
for this kind of copy. 

And E. F. Houghton’s page on 
“How to Make Your Leather Belts 


Last Longer!” is conceived in the 


. 


same helpful spirit, offering ten spe 
cific suggestions, and a new booklet 
which gives more detail. 


Likewise International Ni 
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INSPECTION 
ann TESTING... 


A Metal Industries 
operation in which the 
Metallurgical Engineer 
specifies and buys 





The Metallurgical Engineer is the most impor- 
tant buying factor in the Inspection and Testing 
equipment market. Where a choice of inspection 
methods is available, he is the man who makes it. 

In all cases, whether for gaging, radiographic 
inspection, hardness testing, metallographic ex- 
amination, mechanical testing, magnetic inspec- 
tion, or one of the many other special tests so 
widely used today for checking war-product 


quality, it is the Metallurgical Engineer who 


invariably purchases the equipment required. 


Metallurgical Engineers are found in every 
metal-producing and metal-working plant. . . 
under such titles as Chief Engineer, Testing En- 
gineer, Chief Inspector, etc. Over 12,000 of these 
key engineering men are voluntary, paid sub- 
scribers to METALS AND ALLOYS, the ma- 
jority of them having it sent to their homes. 

Be sure you have the full facts on this maga- 


zine that covers a market that specifies and buys. 


Heials and loys 253 





Reinhold Publishing Corporation - 330 West 42nd Street - New York City 


M & A means more Markets and Action in Industries and Operations such as these: 


_—_ 


Ferrous and non-ferrous metal-pro- 
duction — Automotive — Aviation — 
Marine—Ordnance— Electrical— Rail- 
Hardware— Machinery — Structural — 
Process Industries Equipment. 


Melting— Casting— Rolling— Drawing 
— Forging— Forming—Heat Treating 
— Machining — Welding — Finishing — 
Inspection — Engineering Design and 
Metal Selection. 
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“How to get maximum use from 
Monel” which tells how old equip- 
ment can be refabricated into useful 
accessories. 


Strictly Business 


Here follow a collection of ads 
marked by a businesslike and informa- 
tive attitude towards customers’ prob- 
lems ... and the advertiser’s product. 

James R. Kearney Corporation— 
Color spread covering “Seven Field- 
Tested Products” that “Speed Up 
Maintenance—Strengthen Your Power 
Lines—Speed Up on Repairs.” Al- 
most entirely devoted to good product 
display and descriptive captions which 
identify each product, tell what it 
does, sizes available, etc. 

Mercury Manufacturing Company 
—Color page, “Mercury pioneered and 
perfected the Hydraulic Lift to bring 
Then, bracketed 
together we find, “Reduction of excess 
weight. No power required to lower 
load. Requires less than 50% of the 
usual number of moving parts. Posi- 


No power 


you these § extras.” 


tive overload protection. 
wasted in lifting.” 

Masonite Corporation — Helpful 
page with “how to install” pictures, 
“Easy to install—just cut, apply and 
staple Masonite Cell - U - Blanket— 
Light, Sturdy Cell-U-Foam Insulation 
in Blanket Form.” Comfortably sized 
coupon for free sample and full de- 
tails, 

Owens-Illinois Glass Company— 
Good picture page, “250 Pounds of 
Metal Saved in This Single Opening 
by New INSULUX Technique for 
Sash Replacement.” Below it, five 
illustrations with numbered captions 
explaining “How to replace windows 
in brick walls.” 

Inland Steel Com pany—An unselfish 
and original idea (plus its usefulness) 
make this page a winner. “These 
Plants Want War Work,” says the 
headline. Copy continues, “So many 
manufacturers have indicated they 
have available capacity and are anxious 
for war work that we have asked them 
to prepare brief outlines of their facil- 
ities which are listed below. We are 
most anxious to help place these com- 
panies in contact with overloaded 
‘prime’ contractors or Government 
agencies in order that America will 
quickly attain maximum war produc- 
tion. If you have war work to place, 
etc., etc.”” The remaining three-quar- 
ters of the page is made up of seven- 
teen listings of the production facili- 








These Plants Want War Work 
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INLAND STEEL CO. 





ties of these plants. This, surely, is us- 
ing your advertising to help win the 
war—and to hold customer good will. 
For the creation of this helpful 
wartime advertising idea, we are 
proud to recognize Warren Hut- 
ton of Inland’s advertising de- 
partment. 

Chicago Pneumatic Tool Company 
—Some excellent items in the current 
“Chicago Pneumatic 
News” series. Main head reads, “25 
Holes in 3 Minutes, 54 Seconds.” Be- 
low it, “CP Hicycle Tool Reams 
1-1/6” Holes through two 11” 
Plates — Maintenance Low Despite 
High Speed.” News story follows. In 
addition there are four other terse 


page of the 


“performance” news items, pictures. 
LeTourneau — Timely color page, 


“Frank, Wartime Message to Contrac- 
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tors and Engineers—Why It’s Difficu 
to Get LeTourneau Equipment Now 
Explanation follows, but advertiser 
doesn’t sign off with just that. Le- 
Tourneau goes on to offer a valual 
parts and engineering service, and 
along right hand column of ad has two 
other copy spots—one featuring a 
case study, the other offering “The 
Cooperator,” a house organ useful for 
training new operators. 

The Celotex Corporation — “At 
Last! An Efficient Roof Insulation 
that Stays Efficient!” claims the head- 
line. Diagramatic illustration substan- 
tiates that promise, pointing out three 
important product features. Subhead 
and text pile in the supporting evi- 
dence. Representative of the ever-re- 
liable “Reason Why” technique, this 
page packs considerable sales ammuni- 


oe 


tion. 

Leeds & Northrup — Better than 
usual headline in this instrument page 
—‘‘Want to ‘Bend’ a Temperature for 
Better Heating of War’s Materiel?” 
Good engineering copy below it—in- 
stallation shot and chart explanation 
above. 


two short installation case stories. 


News column at right with 


Rollway Bearing Company — Gets 
the story of its product into the head 
with “Cut the Load in TWO PARTS 

Stop Overworking Your Bear- 
ings during the Non-Stop, 168-Hour 
Week.” Two halftones illustrate how 
this type of bearing (according to 
Rollway) “Splits the Load and Saves 
the Bearing.” 

U. S. Steel—There’s a lot of helpful 
product info in this page, “What steels 
to use in defense housing . . . to re- 
duce costs to add durability.” 
These are quickly identified in a dia- 
gramatic illustration, with text de- 
voted to enumerating the properties 
and advantages of various U-S-S 
Steels. 


Meehanite Research Institute— 
There’s good war news in this head- 
line all right—‘20 Times the Produc- 
tion with Meehanite Shell-Nosing 
Dies!” Pictures and main copy tell 
what it’s all about, and at the left is 
a listing of the various Meehanite 
Foundries throughout the U. S. 

Crane Com pany—We’ve praised this 
company before because of the u ful 
literature its advertising has offered. 
Now we put it in the winner group 
for the page, “Some kinks that !'!P- 
ING POINTERS taught me.” Sp: >k- 


er is a maintenance trainee, anc 
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“te Do you want to stay in business? 
ual e 

we Do you know where your post-war sales are coming 
; two from? 
ig a 
"The Readjustment will be difficult. Swollen production will 
| for be forced to streamline itself to peacetime needs. Will 
na you survive that post-war era of intense competition? 
the. ; L L N E E D T H I S That depends on what you are doing today—how well 
read. YO U you are keeping in touch with old friends and selling 


stan- POST , WAR MARKET the hundreds of new men who are moving into industry 


“a and altering the entire buying fabric. 
nea 


eVi- 
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@ The ceramic and clay products industry is a billion-dollar industry—one of the 
few really big industries in America. 

It comprises approximately 2,200 plants for the manufacture of glass, pottery, enamel, 
refractories, and clay products. 

It spends $337,000,000 annually for equipment, raw materials, supplies. (Write us 
for information on kinds of products used.) 

It produces goods to the value of over $1,000,000,000, adding more than $600,000,000 
to the value of the raw materials used in the manufacturing processes. 

It uses over 1,000,000 h.p., it employs over 260,000 men, and it is the fourth largest 


industrial user of fuel. 
oe 


than 
page 
e for 
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Gets 
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Sear- @ Always busy (the ceramic industry did not follow the general business curve 
downward during the depression) it is not a war industry. However, it produces 
many things indispensable to defense, and in many cases is producing substitutes for 
metal. For this reason, the ceramic industry offers manufacturers who still have 
something to sell a splendid present-day market and high priority privileges. It pro- 
duces such important defense items as: refractories, without which not a bullet or 
tank could be produced; brick, which is widely used for bomb shelters, housing, and 
industrial war building; glass for insulation and for a hundred uses in such equipment 
as range finders, gun sights and observation equipment; enamel, which goes into a 
vast amount of kitchen and hospital equipment; and whitewares, used widely for 
electrical insulation, spark plugs, clay pigeons, and pottery tableware. 


four 
how 
ry to 


saves 


pful 


teels 


ity.” 
dia- 
de- 
rties 
S-5 


~— firs PERMANENT 


ead- 


@ The brick and clay division of the ceramic field is solidly aligned with sound 
peacetime construction. Not only is it a well-established industry that maintains a 
certain dependable level, but it will be more than normally busy in the rebuilding 
required in a post-war period. @ The glass, pottery and enamel divisions of the 
ceramic field grow in size and importance with every year. They offer a virgin field 
of real sales opportunity. American-design glassware, pottery and dinnerware have 
replaced the coveted foreign market and already have an established popularity. 
Still . growing industry, it offers men with foresight a safeguard from the post- 
war “bump”. 
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main illustration shows him poring 
over Crane’s “Piping Pointers.” Other 
spot illustrations show him on the job 
—Pulling up a valve”—"Installing 
valves”—etc. Captions to these pic- 
tures explain the “kink” he learned 
from Crane literature. Another illus- 
tration shows some of these shop bul- 
letins and tells how to get them. 
We salute Henry Tymick, The 
Buchen Company, Chicago, re- 
sponsible for the ad copy, and 
Lane Witt of Crane, who con- 
ceived the shop bulletins pro- 
gram. 

Standard Oil Company of Indiana 
—Offers several helpful suggestions in 
its page, Ways to help you make 
equipment last longer.” This ad is 
devoted to Standard’s “Fleet Conser- 
vation Service.” A panel running 
down the left side of the page describes 
each of the Ways” in words and 
pictures, 

Rohm & Haas Com pany—One of a 
series of interesting and attractively 
arranged color pages about “Plexiglas,” 
a clear plastic. This is a brief instruc- 
tion sheet on “Drilling Plexiglas” and 
offers a new forty-eight page fabri- 
cating manual. 

American Viscose Corporation— 
Makes quite a case for itself when it 
says, ““What we're doing to help pro- 
duce the best possible rayon hosiery 
from the yarns now available.” This 
page is built around this advertiser’s 
“4-Ply 
Fabric Development, Mill Technique, 
Sales 


dled, too—the way a business paper 


Service — Fiber Research, 


Assistance.”” Competently han- 


editor might do it. 


Boo-of-the-Month 


Again a codperative affair, to be 
shared by four advertisers who ought 
to know better, and who have done 
better. In a way they become the 
goats for much of the war copy that 
continues to ballyhoo about “‘Blot- 
nick’s Nuts and Bolts Will Win the 
War!” and you know. 

We refer specifically to Marmon- 


Herrington’s “A Rendezvous with 


Destiny” which isn’t quite as rough 
going as its headline would indicate, 
but which does kind of editorialize 
all over the place. And to Harris- 
Steel “Stately 


Symbols . 


burg Cor poration’s 


that reach into the sky” 
which adds up to a lot of mouthwash. 
And to Continental Roll and Steel 
Foundry’s “Continental Resources are 


Keyed for Victory,” which doesn’t 


90 






Maj. Gen. Stephen O. Fuqua, U. S. A., re- 
tired, military affairs editor, "News Week,” 
tells the Eastern Industrial Advertisers, Phila- 
delphia, about the trend in warfare tech- 
nique, at a meeting last month. At the left 
are John Rooney, account executive, Geare- 
Marston, Inc., and James S. McCullough, 
advertising manager, Yale & Towne Mfg. 
Company, and president of the EIA Chapter 


say much of anything at all. And 
to Transue & Williams’ “ ‘Put 
About!’ ” about 


steering a ship through war torn seas, 


which carries on 
and the peacetime sailing that lies 
ahead, and stuff. 

Costly as this kind of advertising 
is to its sponsors, perhaps we should 
not be so caustic about it. Unques- 
tionably its creators meant well . . 
were motivated by their whole-heart- 
ed spirit and effort behind war pro- 
duction. At the same time it helps 
no one, neither themselves nor their 
Uncle Sam. For that reason we can 


pull no punches. 

To make our criticism construc- 
tive, we should offer some helpful 
advice. Back issues of this depart- 
ment may prove useful, but to keep 
this comment more unbiased, we sug- 
gest a reading of the fine material 
ABP has been offering on wartime 
copy, the McGraw-Hill “Guide Book 
for Business Paper Advertisers,” and 
the many helpful booklets issued by 
various business papers. 

Maybe it’s a kind of paradoxi- 
cal thing, but the ads that look 
less like war, and the headlines 
that say less about it, are often 
the ones that contribute most to 


winning it. 


Boost-of-the-Month 


Sometime ago we made the sugges- 
tion that some advertiser ought to 
pick up the mimeoed “Washington 
Letter” technique many publications 
Now 


we find at least one who has done 


are using so well editorially. 
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this, the Ethyl Corporation. It of 
fers “Facts and Flashes for the Wai 
time Bus, Truck and Fleet Operator, 
a single page printed in black against 
a bleed yellow background, contain- 
ing a number of items in typewriter 
type. Items like, “Lower-octan 
fuels are providing a real problem 
Hope is 


that octane number of regular gas- 


for many operators today. 


oline will not go below present aver- 
age, but the future is uncertain. Vast 
demand for 
components for 


high-octane gasoline 


aviation fuels has 
caused both lowering of octane rat- 
ing and volatility of 


commercial gasolines. Ignition timing 


Variations in 


and carburetor should be adjusted for 
fuels available.” 

This buttons up into a newsy, im- 
pressive and helpful advertising mes- 
sage. And our hunch is its technique 
of presentation should win it a higher 
readership than normal. 

THe Copy CHASERs. 


Hamaker Transferred to 
Republic Steel 


L. S. Hamaker, general manager of the 
Berger Manufacturing Division of Repub 
lic Steel Corpora 
tion, Canton, O., 
has been appointed 
assistant general 


manager of sales of 
Republic Steel and 
will transfer his 


headquarters 
to Cleveland. Mr 
Hamaker became 
advertising man 
ager, United Alloy 
Steel Corporati yn, 
Canton, in 1925, 
just after the Be 
ger Manufacturing 
Company was 
merged with it. Then he became advert 
tising manager of Central Alloy Steel 
when it acquired United Alloy. When 
Republic Steel absorbed Central Alloy, 
Mr. Hamaker was made sales promot 
and advertising manager 

The Berger organization was set up as 
a division of Republic Steel in 1934 and 
Mr. Hamaker was made general manage! 
and served there until now His new 
duties involve the sales of Republic tab 
ricating divisions and the general line ol 
steel products. 





L. S. HAMAKER 


Brookman Elected President 
Chicago Dotted Line Club 
Louis Brookman, Jr., publisher, C 


crete, was elected president, Chicago 
Dotted Line Club, last month succeeding 
L. C. Monroe, Signs of the Times. Other 
newly-elected officers are: first vice-pres!’ 
dent, Anson E. Meanor, Commercial Cat 
Journal; second vice-president, W 
Clevenger, Case-Sheppard-Mann Pub! 
ing Company: secretary and treasurer 
W. Hickey, Simmons-Boardman Pub! 
ing Corporation. 

The club will hold its annual golf out 
ing at the Bob-O’-Link Country Ciud, 
June 19. 
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ELECTRICAL BUYERS REFERENCE 


Carries Useful Product and 
information to the Service 


WAR GROUP 


The 1942 Electrical Buyers Reference is right on the “front line,” taking valuable "W bere-to-Get-It” in- 
formation directly to the men who have top-rank priorities . . . men who are responsible for the pur- 
chasing of electrical products essential to the war effort. 





CONTENTS OF EBR 


Electrical Buyers Reference is an industry catalog and directory. The 
Classified Directory, including all known manufacturers of electrical 
and allied products, is completely revised annually. Product listings, 
by company, give manufacturer’s name, address and trade names. No 
effort is spared to mhke the directory complete and accurate. 

[he Manufacturers’ Briefalog Section provides the manufacturer 
with a vehicle for reaching the men responsible for the specifying and 
requisitioning of things electrical. Briefaloging is a modern method 
of cataloging. It incorporates all factual, directive data mecessary to 
intelligently compare, select, specify and buy. 


EBR PROMOTION SERVICE 


A continuous barrage of promotional material is published each 
month, reminding EBR users of the wealth of information this ‘‘buy- 
ing aid’’ contains—showing them how to use it to greatest advantage. 


HOW EBR CAN SERVE YOU 


EBR offers every manufacturer of electrical and allied products an 

economical, effective distribution of catalog data to the key men who 

specify, requisition and buy electrical products in the groups described. 

‘henever EBR is used, buying or specifying data is being sought— 
e 


and your data is ‘‘Johnny‘on the spot’’! 











#EBR SERVES THIS WAR GROUP 


U. S&S. Navy Department U. S. Army Medical Depots 
Ordnance Depots 


Bureau Yards and Docks 
Proving Grounds 


Bureau of Ordnance 


Navy Yards 

Torpedo Stations U. S$. Army Quartermaster Corp 
Submarine Bases Headquarters Offices 

Training Stations Supply Offices 

Air Stations Divisional Depots 

Aircraft Factories Motor Supply Depots 

Supply Depots Post Quartermasters 


Proving Grounds 


Research Laboratories U. S. Army Fortifications 


Air Bases Area Engineers 
Bureau of Supplies and Accounts 
Purchasing Offices U. S. Army Signal Corp 
Naval Operating Bases Headquarters Offices 

(Public Works Officers) Supply Stations 

S. Naval Academy Procurement Districts 

Signal Depots 
U. S. Marine Corps U. S. Engineers 
Headquarters Offices Division Engineers 
ee United States Engineer Offices 
—— ‘ Engineer Procurement Districts 
epot of Supplies Post Utilities 
Base Utilities Offices 

U. S&S. Army Air Corp 
Headquarters Offices War Production Board 
Purchasing & Contracting Offices w. P. B. 
\ir Fields Purchases Division 
Material Div Bureau of Priorities 
\ir Base Headquarters Power Branch 

S. Military Academy Manufacturers Unit of Power Branch 

S. Army Ordnance British Admiraity Delegation 
eadquarters Offices Naval Stores Div. 

senals 


Reyal Canadian Air Force 
Works and Building Directorate 


emical Warfare Service 
rmy & Navy General Hospital 
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EBR’s vital reference material serves buyers in war pro- 
duction plants, electrical utilities, consulting and construc- 
tion engineering organizations, electrical wholesalers and 
contractors—and the all-important WAR GROUP*. It’s 
being used, too—thousands of appreciative letters have 
poured in, more than in any previous year. 


Such intensified usage is to be expected, particularly 
during these hectic days of rush-procurement — because 
EBR is an annually-revised Directory; because within its 
sturdy covers is presented the Briefalog material of many 
manufacturers (266 in the 1942 edition). Write for the 
EBR booklet describing how you can have year-round 
contact with your prospects through one volume at one 
low cost! 











































ELECTRICAL BUYERS REFERENCE 


A McGRAW-HILL SERVICE 330 


WEST 42nd STREET, NEW YORK 






































Sell to the 


. the 92.4% who pass the 
rigid requirements for 
membership in the Ameri- 
can Society of Civil Engi- 
neers. They are the lead- 
ers, or future leaders, in all 
engineering and construc- 
tion fields. They are your 
selected audience of war- 
time specifiers and buyers. 
Sell to them thru the pages 
of their own publication. 


aa 


33 West 39th Street, New York, N.Y. 






























ADVERTISING 


In these critical times advertising 
has an important function. It en- 
ables you to keep contact with 
your customers, and build good- 
will, even if you cannot sell. Use 
the pages of PIT AND QUARRY 
to reach the entire market of the 
nonmetallic-mineral industries It 
is the paper of its field, 
helping to maintain business rela- 


“alert” 


tions throughout the industry. 


is 






(2 
PIT and QUARRY 


907 Rand McNally Bldg., Chicago, Ill. 
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Industrial 
expositions 








June 3-5. Rocky Mountain Coal Mining 
Institute, Utah Hotel, Salt Lake City. 
808 Equitable Bldg., Denver. 

June 8-10. American Newspaper Publish- 
ers Mechanical Conference, Chicago. 
370 Lexington Ave., New York. 

June 8-11. Confectionery Industries Ex- 
position, New York. 232 Madison 
Ave., New York. 

June 8-12. American Medical Association, 
Atlantic City, N. J. 535 No. Dearborn 
St., Chicago. 

June 15-17. National Supply Association 
of America, Detroit. 45 Milk St., 
Boston 

June 15-19. Catholic Hospital Association, 
Chicago. 1402 S. Grand Blvd., St. 
Louis 

June 17-19.' American Society Mechani- 
cal Engineers, Oil & Gas Power Div., 
Peoria, Ill 330 W 42nd ot.. New 
York 

June 21-24. Advertising Federation of 
America, New York. 330 W. 42nd St., 
New York. 

June 21-25. American Water Works As- 
sociation, Stevens Hotel, Chicago. 22 
E. 40th St., New York. 

June 22-23. National 
Packaged Fuel 
rison Hotel, Chicago. 
St., Topeka, Kansas 

June 22-25. National Association of 
Building Owners & Managers, Detroit. 
134 South La Salle St., Chicago. 

June 22-25. National Association of Cost 
Accountants, Chicago. 385 Madison 
Ave., New York. 

June 29-July 1. National Industrial Adver- 
tisers Association, Atlantic City, N. J. 
100 E. Ohio St., Chicago. 

July 20-24. International Baby Chick Ex- 
position, New Orleans. 3718 Broadway, 
Kansas City, Mo. 

Aug. 3-6. 
hibit, Chicago 
Chicago. 

Aug. 10-12. National Industrial Stores 
Assoc., Cincinnati, 416 Southern Bldg., 
Washington, D. C. 

Aug. 19-22. National Food Distributors 
Convention & Exposition, Chicago. 110 
N. Franklin St., Chicago 

Aug. 23-26 National Association of 
Power Engineers, New Orleans. Rm. 
1717, 176 W. Adams St., Chicago. 

Sept. 1-11. Building & Construction 
Trades Council, Atlantic City. 1094 
Broad St., Newark, N. J. 

Sept. 2-5. Roadmasters and Maintenance 
of Way Association of America, Stev- 
ens Hotel, Chicago 332 Dearborn 
Station, Chicago 

Sept 14-16. 
tional Association, Chicago. 
St., N.W., Washington, D. C. 

Sept. 14-17. Track Supply Association, 
Chicago. Rm. 2218, 59 E. Van Buren 
St., Chicago. 

Sept. 21-23. Controllers 
America, Chicago. No 
New York 

Sept. 27-30. Super Market Institute, St. 
Louis. 45 W. 45th St., New York. 

Sept. 28—Oct. 1. American Institute 

of Accountants 55th Annual Meeting 


Association of 
Manufacturers, Mor- 
700 N. Quincy 


Automobile Accessories Ex- 
1455 S. Michigan Ave., 


Advertising Specialty Na- 
1426 G 


Institute of 
1 E. 42nd St., 
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and Business Show, Palmer Hou 
Chicago. 

Oct. National School Cafeteria Asso 
tion, Chicago. Univ. of Miss., Univ 
sity, Miss. 

Oct. American Public Works Asso 
tion, Cleveland. 1313 E. 60th 
Chicago. 


Oct. American Oil Chemists Society, 


Chicago. 509 Poydras St., New Or 
leans, La. 
Oct. 4-6. American Bankers Association, 


Detroit. 22 E. 40th St., New York 

Oct. 4-7. Mail Advertising Service Asso- 
ciation, St. Louis. 1005 Park Avenue 
Bidg., Detroit. 

Oct. 5-7. National Stationers Associa- 
tion, Palmer House, Chicago. 740 In- 
vestment Bldg., Washington, D. C 

Oct. 5-8. International Municipal Signal 
Association, Atlantic City, N. J. 8 East 
4ist St., New York. 


Oct. 5-9. National Restaurant Associa- 
tion, Chicago. 666 Lake Shore Drive, 
Chicago. 

Oct. 5-9. National Safety Congress & 


Exposition, Stevens Hotel, Chicago. 20 
N. Wacker Drive, Chicago. 

Oct. 7-9. American Oil Chemists Society, 
Chicago. c/o Armour & Co., Chicago. 

Oct. 12-15. Mail Advertising Service 
Association - International, Baltimore. 
1005 Park Avenue Bldg., Detroit 

Oct. 12-16. American Hospital Asocia- 
tion, St. Louis. 18 E. Division St., Chi- 
cago. 

Oct. 12-16. 24th National Metal Con- 
gress and Exposition, War Production 
Division, Cleveland. 7301 Euclid Ave., 
Cleveland. 

Oct. 15-17. Federation of Sewage Works 
Association, Cleveland. 22 E. 40th St., 
New York. 

Oct. 19-23. The Wire Association, De- 
troit-Leland Hotel, Detroit. 300 Main 
St., Stamford, Conn. 

Oct. 25-29. National Lubricating Grease 
Institute, Roosevelt Hotel, New Or 
leans. 498 Winspear, Buffalo, N. Y. 

Nov. 9-13. National Hotel Exposition, 
New York. 221 W. 57th St., New 
York. 

Nov. 9-13. American Bottlers of Carbon- 
ated Beverages, Detroit, 232 Madison 
Ave., New York. 

Nov. 10-13. National Association of Ice 
Industries, Sherman Hotel, Chicago. 
1706 L St., N. W., Washington, D. C 

Nov. 17-22. National Chemical Exposi 
tion, Chicago. 110 N. Franklin St. 


Chicago. 
Nov. 30-Dec. 5. National Exposition of 
Power and Mechanical Engineering, 


New York. Grand Central Palace, 


New York. 





Change Name and Place of 
National Metal Exposition 


Due to emergency conditions, the Na’ 
tional Metal Congress and Exposition has 
found it necessary to change the place 
of the exposition from Detroit to Cleve’ 
land, Oct. 12-16. It has also seemed ad’ 
visable to stress its role in the war Dy 
calling it the War Production Edition of 
the National Metal Exposition. 


B. McFadden in Active Duty 


Bradford McFadden, business manazet, 
Southern Banker, has been called to ac 
tive duty as a lieutenant, j.g., in the “A 
tion Corps of the Naval Reserve. Fe 1s 
stationed at Quanset Point, R. I. 


13 E. 41st St., New York. 
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“WHAT HAVE 


Ol 


GOT FOR ME? 


If you have a material, part, accessory or finish 
that will improve the service or per- 


formance of my machines. 


If you can help me to design better equipment 
to blast the Japs... 


If you have something that will help me develop 
yw WRITE FOR NEW DATA FILE SHOWING 


new things for the future . . . coverage of 38,500 Design Executives, 
Chief Engineers and Designers in more 


I want that information NOW/ than 8,000 machinery plants. 


MACHINE DESIC 


PENTON PUBLICATION 


110 E. 42nd Street Penton Building 520 N. Michigan Ave. 
NEW YORK CLEVELAND CHICAGO 
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N. 1 A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 


HEAT TREATING 
F ORGING 


Probably at no time in the 
history of the country has 
there been more interest in 
the arts of forging and heat 
treating than right now. Most 


of the steels going into our . . 

armament must undergo one Change NIAA Atlantic City Conference 
or the other of these proc- 
esses. Therefore, those active D 

in the war program are seek- ates to June 29-30-July 1 
ing all possible information 
relative to these processes 







































































oe Rg gy aS, @ THE DATE of the Atlantic City Con- Panels Committee has set up a new pro 
tisement in HEAT TREAT- | ference of the National Industrial Adver- ‘cedure for awards for outstanding adver 
ING AND FORGING will | tisers Association has been advanced to tising material produced by members 
receive @ welcome reception June 29-30-July 1. The change was made Entries must be submitted in standard 
Published by by vote of the board of directors late last portfolios to be provided upon receipt of 

STEEL PUBLICATIONS, INC. month in anticipation of transportation entry form sufficiently in advance of the 
108 Smithfield St Pittsburgh, Pa. difficulties this fall, and especially because conference to permit judging by the Jury 
of widespread feeling of need for exchange of Awards so that winning material may 

of ideas on vital issues confronting indus- be placed on exhibit at the conference 


from the opening. session. This practice 
will enable visitors to study the winning 
material during the full three days. In 
addition, it is planned to devote one 
session to a discussion by the winners 
the reasons for handling their campaigns 
as they did. 

Advertising material may be entered in 
the competition under these classifications 
(1) business paper advertising for ap 
propriations for space only in excess of 
$25,000; (2) business paper advertising 
for appropriations for space only of less 
than $25,000; (3) direct mail; (4) sales 
promotion campaigns; (5) publishers’ pr 
K. W. BAILEY JOHN COAKLEY motion campaigns; (6) house organs and 

employe publications; (7) war production 
drive and employe morale building can 


1 
aigns. The business paper entries will 
trial advertisers and marketers at this time paig . pap 
be classified 


The twentieth annual meeting will be held 
in The Traymore, and all features of 
usual NIAA conferences will be included 
on the three-day program 

Kenneth W. Bailey, advertising manag 
er, Primary Battery Division, Thomas A 

















in six divisions: (a) heavy 
fixed machinery: (b) instruments and ac 
cessories; (c) machine tools and operating 
equipment; (d)_ fabricating parts: (e) 
metals and alloys: (f) non-metallic ma 
terials. A board of five judges will se 


. - - . — enty-one bront 
Edison, Inc., Bloomfield, N. J., is chair- lect the winner Twenty one . 
- : plaques will be awarded to the best three 

man of the conference, having succeeded P \ af 
in each of the seven divisions Certih 


Fred H Pinkerton when he resigned last 
month as sales promotion manager, Me 
chanical Goods Division, United States 
Rubber Company, to join the merchandis 


cates of award will be given to the best 
panel in each business paper classifica 
tion and to agencies responsible for 
ative effort 


ing department of Scheneley Distillers, — 
a a ne 7 A special registration fee of $11 has 

Inc. John Coakley, manager of publicity, ete AOR fon elena soniiel 
. . . : “a *sta snec Oo « € ce egistt« 

Thomas A. Edison, Inc., West Orange We . , 


tions which may be made with Edward 
J. Pechin, advertising manager, Plastics 


Department, E. I. du Pont de Nemours, 


N. J., is program chairman Industrial 


Marketers of New Jersey will be hosts to 


the conference . { es 

Inc., Arlington, N. J., in charge « reg 

Five major subjects will be treated on . ‘ . 2 1] 

; ) istration. The conference is oper y 
Engineers and Operating Officials the program Production drives: conser _ the 
interested persons, membership in_ the 


in the Steel Manufacturing Indus- vation and_ salvage; labor-management 
try are anxious to learn of your committees; training within industry; post 
latest equipment available and how war planning. Development of the sub- 


to make better use of your equip- jects will be from the viewpoints of (1) New Jersey Chapter 
ment now installed. You can be of how to do it in your plant (2) how to Forms War Activities Committee 


real assistance to these men by us- tie in your advertising with the subject : 

ing informative copy in the adver- A WPB or industrial executive will pre The Industrial Marketers of New Jet 
tising pages of BLAST FURNACE sent the need and opportunity for each sey has formed a War Activities | 
AND STEEL PLANT—the busi- activity and an industrialist or NIAA mittee to act as a clearing house fo! in: 
ness paper they read regularly member who has successfully done the formation, ideas and material on industria! 
Start now by advertising in an job will show how it can be done All war activities which have been foun se 
early issue sessions will be work sessions open for full ful in increasing production during ar 
discussion from the floor Prominent busi- time It will function mainly in the 

ern New Jersey war production area 


association not being required 


Published by ness and government executives will ad 





dress the luncheon and dinner sessions on 
subjects of current importance Roberts Selected to 
STEEL PUBLICATIONS... Panels Competition Pilot Cleveland Chapter 
eS eS eee ee es Weboten Pee ea ng he bk eae Coe ny, 
SITTSSURGH, PENNA. Aviation Corporation, Bendix, N J., the has been elected president, Ind ial 
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LOGISTICS 


Strategy is the planning of warfare. 
Tactics is the execution of those plans. 


Logistics, the third branch of military science, is the sup- 
plying of everything necessary to strategy and tactics—in the 
right amount, at the right place, at the right time. 


Now, in fotal war, we must apply the science of Logistics to 
all of our activities as a nation—civilian as well as military. 
WE-ALL are part of the Victory Program. 


Our supply lines are literally life lines of the United Nations. 
Man-power and munition-power are the controlling factors. 


Today, Logistics dictates strategy—determines tactics. 


Congress has appropriated billions of dollars dut it cannot 
appropriate one single second of time. 


Time favors those who appreciate it as the priceless com- 
modity it now is. 


In war, when we save time we save lives—and we make our 
individual contribution to Victory. 


DEPARTMENT OF LOGISTICS 


INTERNATIONAL Business MacHINges CorRPORATION 


This message appeared in every daily newspaper, both English and for- 
eign language, in the United States and Canada, on March 30, 1942 
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— WELDING — 


Every day metal fabrication is 
coming more to mean welding 
fabrication. Welding — one of 
industry’s A-l Priority Markets 
—needs many products. If yours 
are used in some phase of weld- 
ing and cutting or can be used 
to improve the processes, now is 
the time to develop sales in this 
field. 

For most effectiveness, your 
story should go to the man who 
directs welding operations. He 
is the key man. He is the reader 
of The Welding Engineer. 

Use the leader in paid circulation, in 
advertising volume, in number of adver- 
tisers, and in quality. Write teday for 
your copy of The Welding Engineer Blue 
Book Ul, just published. See who reads 
The Welding Engineer. 


THE WELDING ENGINEER 


506 So. Wabash Ave., Chicago, Ill. 











AFTER SIXTY 
YEARS 


July 9, for the first time 
in its history, Farm Imple- 
ment News (established 
July, 1882) will bring out 
an anniversary issue. The 
developments of this 
long period will be re- 
viewed, and "Facts and 
Figures" of 1942 and re- 


cent years will be in- 


cluded. 


FARM IMPLEMENT 


NEWS 
431 S. Dearborn St. Chicago 


Recognized national medium of the 
tractor-farm-equipment field. 























Marketers of Cleveland, 
B. Cook, manager sales 
Elwell-Parker Electric Company. Other 
officers elected to serve with Mr. Rob- 
erts are: vice-president, Wilmer H. 
Cordes, manager sales promotion and 
advertising, American Steel & Wire 
Company; and secretary-treasurer, W. S. 
Leech, vice-president, G. M._ Basford 


Company, re-elected 


Leo C. Kerrick Is 
Toledo's New President 


The new president of Toledo Industrial 
Marketers, elected May 20, is Leo. C. Ker- 
rick, advertising 
manager, Surface 
Combustion Com- 
pany. He follows 
Allen P. Colby, ad- 
vertising manager, 
National Supply 
Company, who re- 
mains as the second 
national director. 

Other members of 
the new  ofhcial 
TIM family are: 
Vice-president, Ben 
C. Gardner, assist- 
ant sales promotion 
manager, The De- 
Vilbiss Company; secretary-treasurer, Wal- 
ter Gibson, advertising manager, Swartz- 
baugh Manufacturing Company; national 
director, for two-year term, Earl Fisher, 
assistant to president, Wine Railway Ap- 
pliance Company. The new offices go into 
effect Sept l 

“Advertising Writing,” was the topic 
of an interesting address on the selection 
of words and expression in writing adver- 
tising copy, delivered by Ernest C. Rob- 
erts, vice-president, Cleveland chapter, and 
advertising manager, the Clark Controller 
Company, Cleveland 


Montreal Advertisers Pick 
Darcel for 1942-43 Season 


A. P. Darcel, advertising manager, 
Crane Limited, was elected president of 
Technical Advertis- 
ers Association of 
Montreal at the an- 
nual meeting, May 
1, to succeed John 
QO. Pitt, advertising 


succeeding C. 
promotion, The 











L. C. KERRICK 


manager, Canadian 
Fairbanks Morse 
Company, Ltd. 


Other officers elect- 
ed for the coming 
year are: Vice-pres- 
ident, William A. 
Bates, advertising 
manager, Steel 
Company of Can- 
ada, Ltd.; secretary, 
G. J. Samson, advertising department, 
Canada Cement Company, Ltd.; treasurer, 
A. R. McGill, account executive and di- 
rector, Cockfield, Brown & Company, Ltd. 

Directors elected include Charles W. 
Davis, Eastern manager, Norris Patterson, 
Ltd.; Gordon L. Hale, sales and advertis- 
ing departments, Canada Tube and Steel 
Products, Ltd.; Harold E. Stephenson, ad- 
vertising manager, Canada Starch Com- 
pany, Ltd.; L. G. Morris, Swiss Electric 
Company, Ltd.; and Mr. Pitt. Hugh Ken- 
nedy, MacLean Publishing Company, Ltd., 
is the director representing publishers. 

H. V. Mercready, advertising manager, 
Magnus Chemical Company, Garwood, 
N. J., and vice-president NIAA, deliv- 


ered an address at this meeting stressing 





A. P. DARCEL 
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the important job advertising has to fi 
during the rapidly changing wartime eco: 
omy. He emphasized its value as a nev 
vehicle, its importance in disseminatir 
factual information to industry and co 
sumers, and its vital role in bringing 
the attention of those who need them t 
permissible products and services. “\W 
have reached the stage,” Mr. Mercrea 
asserted, “where advertising must be 
an informative and helpful character 
which readers will thank us rather th 
simply a portrayal of any company’s ideas 
of promotion.” 


IAA of Ontario Elects 
Donald McCrimmon President 


The following officers were elected at 
the annual meeting of the Industrial Ad- 
vertisers Association 
of Ontario, Toron- 
to, May 14: Presi- 
dent, D. McCrim- 
mon, advertising 
manager, C. A. 
Dunhan, Ltd.; vice- 
president, T. H. 
Dowsett, Trane 
Company of Can- 
ada, Ltd.; secretary, 
E. J. Hayes, Gutta 
Percha & Rubber, 
Ltd.; treasurer, J. 
G. Beare, Link-Belt, 
Ltd. D. McCRIMMON 

Directors elected were: H. A. Standing, 
Gypsum, Lime & Alabastine, Canada, Ltd.; 
W. I. Turner, Railway & Power Engineer- 
ing Corporation; R. S$. MacGilchrist, Re- 
liance Engravers, Ltd.; NIAA director, D 
McCrimmon, for two-year term, all of 





Toronto. The retiring president, L. B 
Hicks, Canadian General Electric Com- 
peny, Ltd., Toronto, also serves as an 


NIAA director with a one-year unexpired 
term. 


Western New England Picks 
Merrill to Succeed Fletcher 


H. E. Merrill, manager of sales and 
advertising, Construction Materials Dv 
vision, General Electric Company, Bridge 
port, Conn., will wield the gavel for the 
Industrial Advertising and Marketing 
Council of Western New England when 
meetings resume in the Fall. He suc 
ceeds G. M. Fletcher, advertising man 
ager, The Stanley Works, New Britain 

The new first vice-president will be 
G. P. Lonergan, sales promotion manager, 
The Bristol Company, Waterbury; second 
vice-president, F. C. Emerson, Spartan 
Saw Works, Inc., Springfield, Mass.; 
secretary-treasurer, P. F. Bannister, The 


Fafnir Bearing Company, New Britain 
New directors elected are: E M 


Heery, Rockbestos Products, New Haven, 
Conn.; A. W. Tucker, Henry G. Thomp 
son & Son Company, New Haven; as 
sociate director, G. P. Fillmore, Gardner 
Publishing Company, New York 


Miner and Rohrer Vie for 
Philadelphia Presidency 


An all-out election campaign is being 
waged in Philadelphia for the offices 0! 
president and secretary of Eastern I: 
trial Advertisers. Douglas C. Miner, man 
ager advertising department, E. F. Hi 
ton Company, and Graham Rohrer, 
vertising supervisor, Baldwin South rk 
Division, Baldwin Locomotive Works, re 
candidates for president, while Willa’ ] 
Haring, Modern Industry, and J. Meck 























































































THE Marne Dara Book 


These reference pages, standards for which 
we been set up with the aid of leading indus- 
ial advertisers and agencies, contain factual 
ormation which helps the advertiser to eval- 
te media and select publications which offer 
: special services in which he is interested. 
ey supplement listings of thirty general in- 
trial publications in the United States and 
DN ada which follow the market data on the 


rede, anufacturing Industries. 


dD. Since 1921 the Market Data Book has been 
ving time and adding convenience for busy 
ertising and marketing executives who need 
pired have at their finger tips the essential facts 
but industrial and trade markets and the 
dia which serve them. It’s standard equip- 
mt for successful industrial marketers—be 
Di re it's used by all in your organization who 


Tek 
IGE 


d reference data on markets and media. 


« 
man 





THe Market Data Book 


Published by Industrial Marketing 


NEW YORK rn CHICAGO in LOS ANGELES ‘. SAN FRANCISCO 
p Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. 
W. 42ND ST. 100 E. OHIO ST. GARFIELD BUILDING RUSS BUILDING 
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TELEPHONE ENGINEER | 


relate) Management 


THE 
oF We le), 7:08 
TELEPHONE 
MAGAZINE 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 





@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permanent 
record for the years to come, at a remark- 
ably lowcost. 


Just ask for Booklet No, 20. 
BACON'S CLIPPING BUREAU 


BUSIN FARM 74.14:7 11 
PAPER * PAPE * MAGAZINES 
221 MN. LA SALLE ST., CHICAGO, ILLINOIS 





new photographs 


PHOTO PREPARED FOR ROBERT SIDNEY KENS 


| 
+ 


* DESIGNER 








WOOD PRODUCTS 


(aaa) member NB Dg 
12 in the Field 






Wood Products is the leading technical pub- 
lication covering the entire wood and ply- 
wood producing, designing and fabricating 
industries. Because it is doing an outstand- 


ing editorial job it is doing an excellent 
selling job for its advertisers. 
back to wood. 


The swing is 
May we tell you more? 


100 








Nevergole, advertising manager, Goodall 
Rubber Company are contending for the 
ofhce of secretary 

H. M. Ellsworth, advertising manager, 
Pennsylvania Salt Mfg. Company, is candi- 
date for vice-president, and Walter S. 
Fogg, advertising, Lansdowne, Pa., is on 
the ballot for re-election as treasurer. The 
election will be held this month 

Directors for the new fiscal year will 
be selected from the following candidates: 
A. E. Aldridge, Jr., Sun Oil Company; 
S. D. Distelhorst, Cochrane Corporation; 
L. R. Garretson, Leeds & Northrup Com- 
pany; R. F. Heller, Beaumont, Heller & 
Sperling, Reading, Pa.; J. S. Hildreth, 
Chilton Company; W. R. KortKamp, Dill 
& Collins Company; R. E. Lovekin, R. E. 
Lovekin Corporation; E. H Peplow, Jr., 


John A. Roebling’s Sons Company, Tren- 
ton, N. J.; D. S. Saurman, Abrasive Com- 
pany; and A. O. Witt, Schramm, Inc., 


West Chester, Pa 


Milwaukee Discusses 
Production Campaigns 

C. Norman Kirchner, sales 
manager, Independent Pneumatic Tool 
Company, Chicago, explained his com- 
panys “Produce the Plus” campaign to 


pr ymotion 


the Milwaukee Association of Industrial 
Advertisers last month (see IM, May, 
p. 13) 

Edward T. Slackford, sales promotion 


manager, Harnischfeger Corporation, 
chapter president, outlined his company’s 
“Beat the Schedule” program which has 
been very successful in stimulating in- 


production Van B. Hooper, 


4 reased 


Our staff of expert merchandise photographers 
will glorify your new products and cartons. 


STANDARD STUDIOS INC 


N MICHIGAN AY- | 


HICAG 


WHI5355 


Plywood Planes 


Plywood Planes are a reality. Many firms are now 
in production and thousands will be produced for 
military, civilian and training purposes. Readily 
made from a non-critical material, they can be 
produced in quantities with existing facilities, all 
served by Wood Products magazine. This devel- 
opment, encouraged editorially by Wood Products 
for many months, is certain to have far-reaching 
effects. Plan now to tell your sales story to this 
great new market through the pages of 





@ 431 S. Dearborn St., Chicago, Ill. @ 
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sales promotion manager, Louis Allis 
Company, exhibited a set of posters 
which a group of local industrial ad 
tisers are producing on a codperative 
basis. These are illustrated on anot)er 
page of this issue. 
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Schuler Chosen Chief of 
Northern California Group 

Industrial Marketers of Northern ( 
fornia elected H. S. Schuler, sales promo- 
tion manager, Pa- 
cific Coast Division, 
Westinghouse Elec- 
tric & Mfg. Com- 
pany, San Francis- 
co, president at the 
May 21 meeting. 
Norman F. D’Eve- 
lyn, D’Evelyn @ 
Wadsworth adver- 
tising agency, is the 
retiring president. 
Other officers elect- 
ed are: Vice-presi- 
dent, Harold Coffin, 
advertising and H. S. SCHULER 
sales promotion 
manager, Columbia Steel Company; secre: 
tary-treasurer, Roy M. McDonald, business 
manager, Western Advertising; directors 
W. H. Wilde, The McCarty Company 
E. G. Chambers, editor, Pacific Purchaser 
Bruce Elliott, Tomaschke-Elliott, Inc., and 
Don Forster, King Publications 

Gordon Monfort and T. W. Fahey, 
Caterpillar Tractor Company, were the 
speakers at the meeting, with a theme that 
covered the solutions to problems facing 
industrial advertisers today and the impor 
tant contributions advertising makes 
the war effort 
Sam Gold New Head of 
New Jersey Marketers 

Samuel E. Gold, sales and advertising 
manager, Lignum-Vitae Corporation, Jer 
sey City, succeeds 
John Coakley, pub- 
licity director, 
Thomas A. Edison, 
Inc., West Orange, 
N. J., as president 
of the Industrial 
Marketers of New 
Jersey Other ofh- 
cers elected at the 
annual meeting, 
May 13, in Newark 
were: vice-presi 
dents, Edward J 
Pechin, advertising 
manager, E. I. du S. E. GOLD 
Pont de Nemours, 
Inc., plastics department, Arlington, N ] 
Ralph N. Hanes, manager sales promotion, 
Mechanical Goods Division, U. S. Rubber 
Company, New York; Cuyler Stevens, a 
count executive, T. J. Maloney, Inc., Ne 
York; treasurer, James J. DeMario, advet 
tising manager, Manhattan Rubber Mig 
Company, Passaic, N. J.; secretary, ©. E 
Gischel, advertising manager, Walter 
Kidde & Company, New York 

Directors elected are: Clayton E. Elli N 
Elastic Stop Nut Corporation, | 
N. J.; Russell D. Kreie, advertisin an 
ager, Magnus Chemical Company, !n¢ 
Garwood, N. J. (both with unexpirec one 
year terms); John Coakley; Sid: H 


Webster, advertising manager, Eclipss AV! 
ation Corporation, Bendix, N. J "wis 
M. Carter, advertising manager, N na 
Oil Products Company, Harrison, \ J 
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Promo- 








Advertising Men: 





Increase Your War Output! 





20th ANNUAL 


N.LA.A. CONFERENCE 
ATLANTIC CITY, N. J. 
JUNE 29, 30, JULY 1 
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LEARN HOW AT THE N.I.A.A. WAR CONFERENCE 











Some industrial advertising men are doing a splendid job of 
showing industry how to increase production, make existing 
equipment last longer, and otherwise improve America’s war 


effort. 


The Atlantic City War Conference of the N.LA.A. in June 
offers all of us an opportunity to learn how to increase our own 
production. This will be a hardworking, shirt-sleeves confer- 
ence with a single objective: Victory for the Allied Nations, Each 
of us has at least one idea as to how advertising men can help the 


war program. Let’s get together and get two ideas—or a hundred. 


You don’t have to be a member to attend. And even if you’re not 
sure you can make it, take advantage of this war time confer- 
ence by filling in the coupon and sending it with your check 


TODAY. Your money will be refunded if you find later that 


you cannot attend. 


THE PLACE: HOTEL TRAYMORE, ATLANTIC CITY 
THE TIME: JUNE 29, 30, July 1, 1942 


NATIONAL INDUSTRIAL ADVERTISERS ASS'N, Inc. 


100 EAST OHIO STREET CHICAGO, ILLINOIS 


| 
Headquarters Secretary | 
National Industrial Advertisers Ass’n, Inc. | 
100 East Ohio Street | 
Chicago, Il. | 
Attached is my check made payable to National Industrial Advertisers | 
Association, for $11.00, covering ADVANCE REGISTRATION FEE for | 
the 3-DAY CONFERENCE. 
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is your best medium 
to advertise to this 
$14,000,000 ,000 
yearly industry. 


Milk, Plant 


CHICAGO 
The biggest industry in 
the United States is the dairy industry and 
FLUID MILK makes up nearly 40% of it. 








CONTACT THE COAL INDUSTRY 

THROUGH ITS ACCEPTED 

MEDIUM , 
Chicago 





Manhattan Bidg. 
. 


New York 
Whitehall Bldg. 











Plen «@ visit te The Chelsea, noted beach- 
front hete!. You'll find diversion, geod liv- 
ing, good company — eviside rooms, sun- 
deck beautiful diningroem et ecean sedge, 


supert French cuisine, game reem, ber. 
DANY— FROM 

$650 ROOM, BATH, MEALS 26% 

$3SO room ONLY & BATH (eee: 
PER PERSON, 2 IN ROOM 


SPECIAL 
weexiy 
RATES 








Reprints of Article on 
Censorship Regulations 
Now Available 


@ BECAUSE of the many requests 
for extra copies of the article, 
“Application of Censorship and 
Military Regulations to Adver- 
tisers’ Copy,” which appeared in 
the March issue, a six-page reprint 
has been made and is now avail- 
able at 5c per copy. Order enough 
copies for every member of your 
organization engaged in advertis- 
ing, house organ, and publicity 
work. 

















| 
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The only C C A marine publication 
reaching the purchasing power of 
the world’s greatest marine market 


Write for a circulation statement and sample copy. 


GARDNER PUBLISHING CORP., 
75 WEST ST., NEW YORK, N. Y. 
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gaged in work for the Navy and 
submit advertising and publicity copy 
concerning the Navy for approval. 
Application should be made to the 
officer in the Naval District in which 
the subject is located; the numbers 
with 
the districts, as shown in the above 
map, to which the following officers 


the following names indicate 


are attached: 

1. Lieut. Comdr. H. A. Ellis, USN 
(Ret.), District Public Relations Officer, 
First Naval District, 150 Causeway St., 
Boston 

3. Lieut. Comdr. John T. Tuthill, Jr., 


USNR, District Public Relations Officer, 


Third Naval District, 90 Church St., 
New York 

4, Capt Thomas H Taylor, USN 
(Ret.), District Public Relations Officer, 
Fourth Naval District, Bankers Securi- 

















es on 
1) = A 
a5 9 5 
not ~ 
~~ § .) 
NAVAL DISTRICTS AND THEIR = 
HEADQUARTERS 
way 
wESl @ 
Navy Department Public Relations Officers 
@ THE Office of Public Relations ties Bldg. 1315 Walnut St., Philadel 
of the Navy Department has issued phia. 
, — wr ‘c relati 5. Lieut. Wilson Starbuck, USNR, Dis- 
; “es list of district public rela ar trict Public Relations Officer, Fifth Naval 
officers to whom advertisers should District, Naval Operating Base, Nor 
make application for permission to folk, Va. 
take photographs within plants en- 6. Lieut. Peyton T Anderson, Jr. 


USNR, District Public Relations Officer, 


Sixth Naval District Center, Marion 
Square, Charleston, S. C 

7. Lieut. William Pepper, USNR, Dis 
trict Public Relations Officer, Seventh 
Naval District, U. S. Naval Air Station, 
Jacksonville, Fla. 

8. Lieut. Tyrrell Krum, USNR, District 
Public Relations Officer, Eighth Naval 
District, Federal Bldg.. New Orleans 
9, Lieut. Comdr. R. A. Brown, USNR, 
District Public Relations Officer, Ninth 
Naval District, U. S. Naval Training 
Station, Great Lakes, IIl 

1]. Lieut. Comdr. E. R. Anderson, 


USNR, District Public Relations Officer, 
Eleventh Naval District, San Diego, Calif 


12. Captain John W. Gates, USN 
(Ret.), District Public Relations Ofhcer, 
Twelfth Naval District, Federal Office 


Bldg., Civic Center, San Francisco, Calif 


13. Lieut. (jg) Maynard B. Jones, 
USNR, District Public Relations Officer, 


Thirteenth Naval District, Staff Head 
quarters, Securities Exchange Bildg., 
Seattle, Wash 

[CONTINUED FROM Pace 16] 


Fruehauf Advertising 


succeeds in getting a permit to buy, 
someone to be prized and cultivated 
in preparation for the better days to 
come? 

And, if you’re fortunate enough to 
be in our position—whereby you ecu- 
cate primarily to help your country 3° 
war—what do you care if your ¢ 
petition gets all the other rewa 
Which it won’t! 
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Milestones 


in Publishing 











oul 


On behalf of business papers in general 
and the twenty-three McGraw-Hill publi- 


cations in particular, McGraw-Hill Pub- 


fense committee chairmen as well as ac- 
tive heads and key men in the fire protec- 
tion, air raid precautions, auxiliary police, 
and other departments of the national or- 
ganization and executives responsible for 
plant protection in the largest war pro- 
duction plants. The publication is entirely 
independent of the Office of Civilian De- 
fense, Washington 


* 
The May issue of Geyer's Topics marked 


the sixty-fifth anniversary of the founding 
of the magazine by Andrew Geyer. Pub- 









lishing Company last month released the lished f ree JITESULTS far beyond expectation” 
aes vii > : ery i fice equipmen 
frst of a series of full page copy in news- . . st pe — ( eda 0 th reports one new advertiser 
f tial ealers, the publication has beer er the we 
apers of five major industrial centers : 1,677 uests forwarded to advertis- 
pap direction of the same family throughout its = ee po 


pointing out the important function busi 
ness papers are playing in speeding war 
production. “Just as newspapers keep war 
correspondents at the front, Industrial 
Magazines keep ‘war-production-corre- 
spondents’ in the plants where weapons 
and equipment are made,” the copy de- 
clared. The company was styled “The 
McGraw-Hill Network of Industrial com- 
munication.” 
o 


Spanning the period from when the 
building supply dealer was a mere source 
of cement and lumber to the present 
when he renders a complete home build- 


existence. 


Mal Parks, formerly managing editor, 
American Druggist and publisher of Hearst 
Magazine's Soda Fountain Handbook, has 
resigned to establish Soda Fountain Man- 
agement, to be launched this month. This 
fall he will also issue Soda Fountain Year 
Book and Wholesale Druggists’ Review 

* 


The Aeronautical Review, formerly pub- 
lished as a section of the Journal of Aero- 
nautical Sciences, is being made a separate 
publication effective with the June issue 

























ers last month—Why? 


The TOOL & DIE Journal not only 
reaches an exclusive CBI coverage 
f 18,000 key operating officials and 
department heads in the metal-work- 
ing industry, but also commands their 
confidence—it goes the second mile. 


Its editorial content is planned to 
challenge attention. Authoritative ar- 
ticles are geared to the tempo of war 
production. Adver- 
tising naturally has 
exceptional power. 
Advertisers receive 






























iladel < = 
: ing service, Building Supply News marked and will be known as Aeronautical Engi- a plus value — the 
its silver anniversary with its May issue. neering Review. The publication will con- second aife 
. Dis Following a review of the great strides tinue to be mailed in the same envelope 
Naval made by the industry in the last twenty- with the Journal to all members of the Write for latest 
Nor five years, the publication predicts an Institute of Aeronautical Sciences, of CBI Analysis 
even broader service will be rendered by which it is the official organ. Full length ’ 
le. the industry in the postwar era, extending articles will be inaugurated in the Review 
\ficer. to every phase of home construction and in addition to its usual technical reviews. The TOOL & DIE Journal 
desien equipment Ernest Regel, formerly of Wall Street Jour- 
7 nal, has joined the advertising staff. 2460 Fairmount Bivd. 
Dis As an extra wartime service to its read- Cleveland, Obie 
-venth ers and manufacturers in general, Machine [ CONTINUE D FROM PAGE 27] 
ation Too! Blue Book is operating three spe- 
cial features in its pages designed to assist . DO YOU KNOW 
manufacturers place subcontracts, obtain Movie of Model Bomber 
istrict subcontract work, and learn of new equip- What 
Nava ae available to ape up penser air conditioning supervisors, so that 
ans Ampanies wanting to suDdcontract or need- ° . of 
— ao fe re haggle « rf mp the presentation is as smooth and fin- TRADE PAPERS 
SNR. ing a few or many machines to help on ; . 2 
Ninth prime contracts may list their require- ished as the film itself. LABOR PAPERS 
— ments in ; Da > saded “C - . . 
ining Tools Need department headed “Critical Complete cost, including all mate- CHURCH PAPERS 
ools Needed Immediately Those hav- ae. : : é 
ing machine capacity to offer may list rials used in the film, hand lettering of FARM MAGAZINES 
ao og offerings under “Plants Available titles, and making of duplicates, but MEDICAL JOURNALS 
1cer, or Subcontracts.” In addit . . . . . 
Cali iting new equipment in the vegular de. 80 including the time spent in home POPULAR MAGAZINES 
icing n e e Pe Ul © ° ° . 
LISN partment, the publication also sends re- workshops by the ingenious engineers, WOMEN’S MAGAZINES 
fhicer, prints of the material to key officials in was less than $600. URNALS ALI TS 
Office Washi gton, Army, Navy, Maritime, and JO OF SOR 
Calif other service branches. No charge is It was a lot of work and a lot of —— 
) mace for any of these services to either fun. But thanks to a movie amateur _ ~~ bd Yr 
ones advertisers or g 1e sers ° . 
Sons or nonadvertiser with the skill and knowledge to make company, your products, your 
oe . . . 
Head films with professional finish, and the competitors, their products? 
Bldg \iter twenty ye tr <¢ ; , ; ili 
ter ¢ years of competition, Air enthusiasm of young engineers willing 
Conditioning & Oil Heat and Fuel Oil she Bei fn We can tell you, 
lo heey. a to put their hobbies to work, we have 
‘ ave been merged and will be Fe . b 
kn s Fuel Oil & Oil Heat. Manage- been able to produce a film which all ecause 
Il fA. G kl ; 
ment will consist of A. G .Winkler, presi agree does a selling job with effective- We Clip M ines— 
dent and advertising manager: Robert . ot 5) i ot - e p agazine 
Gr e-president and business manager: Mee . eas 
A. | opurn, secretary-treasurer and edi- some 3,000 of them in all these 
1 tor Poke ’ > shoe . . 
buy, F, Ra gen former P srcangene Klein in Naval Reserve; _ | fields—promptly, carefully and 
’ ourndl, Will serve aS advisor an . o - | 
ited cf of the beard. ‘The fecmet oil Phair Shifts to Chicago intelligently— 
to ¢ semble that of Fuel Oil Journal H , 
we : . erman L. Klein, for the past year and | 
haracteristic orange cover of Air half Chicawo chitotal topecenvatwe af | | ond we are the only bureau in 
( ing & Oil H Oe taper: a halt Chicago editorial representative o 
h to mB UN reat will be retained. The Iron Age, has been commissioned a America that does. 
‘ e lieutenant, junior grade, in the Naval Re- | 
_ Dartnell Corporation, Chicago, serve and was called to active duty May | Clipping Bureau of the 
v at Put American Business, launched 15 AMERI 
; . ° - | 
- “ Defense with a May issue. The William A. Phair, for the past five | CAN TRADE PRESS 
; “ will be edited for key men in years, associate editor of The Iron Age in 15 E. 26th St. New York City 
in defense organizations, cover- the New York office, will now represent 
il, state, and county civilian de- the publication in the Chicago district — 
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539. The 

A market study made for those 
who sell to foundries giving a break- 
down of the industry, types of plants 
by buying needs. 


Foundry Industry. 


States, size, and 


Prepared by The Foundry. 


Selling Electrical 
to the Coal Mining 


540. Tips on 
Products 
Industry. 

This new series of weekly bulletins 
presents the findings by field research 
of what coal mining men want to 
know about electrical equipment, 
what their problems are, and how 
various products can help them meet 
today’s war production load. Pub- 


lished by Coal Age. 


§41. Three Big Customers for 


Paper Products. 


A factual report the market 
for paper products in the hospital, 
hotel, restaurant fields under 
present Prepared jointly 
by Advertising Publications, Inc., 
and Ahrens Publishing Company. 


on 


and 
conditions. 


§42. To Sell Direct or Through 


Distributors? 
The problem of whether to 
direct or through distributors during 


sell 


wartime economy is discussed in dia-, 


log by a new manufacturer and his 
The appears 
in the March-April issue of “Engi- 
Construction Markets.” 


sales counselor. article 


neering 
543. How You Can Help 
Industry's Biggest Buyers. 


This illustrated _thirty-two-page 
brochure shows what design engineers 
technical advertising copy 
and how advertising can help solve 
design engineering problems in ma- 
terials. Published by Product Engi- 


want in 


neering. 


§24. A Guide to Effective War-Time 
Advertising. 


A loose-leaf manual in which have 
been gathered examples of advertising 
that illustrate an understanding of the 
fact that today’s conditions have in- 
creased rather than lessened the need 
for useful, informative, and specific 
business paper advertising. Additional 
case histories for the manual will be 
released from time to time. Published 
by Associated Business Papers, Inc. 


394. File Facts. 


This folder discusses the function 
of the metallurgical engineer in the 
specification and purchase of materials 
and equipment in plants which make, 
process and use metals. Published by 
Metals and Alloys. 

You and We Have an “Axe to 
Grind.” 

This pamphlet discusses the func- 
tion of advertising with reference to 
the future. Published by Russell T. 


Gray, Inc. 


502. 


A Guide to Defense Priorities, 
Allocations and Prices. 


506. 


This chart, developed in collabora- 
tion with the division of priorities of 
the Office of Production Management, 
lists defense materials placed on the 
Army-Navy critical list, orders for 
which may automatically be assigned 
preference ratings; priority rules con- 
trolling materials at their sources; and 
detailed definitions of all priorities 
rules. Published by Mill and Factory. 
"* Prestige” 


“Institutional” and 


Advertising 


& 


510. 


This bulletin discusses the type of 
“institutional” advertising called for 
today, and illustrates the points made 
with a specific example, under the 
title, “An Idea . . . ‘Institutional’ and 
‘Prestige’ Advertising which Retains 
Many of the Benefits of Product Ad- 
vertising.” Published by Industrial 
Equipment News. 


§12. 1942 Shipbuilding Market. 


A comprehensive fund of informa- 
tion regarding current shipbuilding 
activity, including charts and statis- 
tics of the expansion of shipbuilding, 
emphasizing the record marine market 
for 1942. Published by Marine Engi- 
neering and Shipping Review. 


§15. How Business Uses Clippings. 


This folder discusses the five uses 
of clippings—checking placement of 
editorial publicity, checking competi 
tor’s editorial publicity, collecting 
material on specific subjects, maim 
taining files of competitive advertis- 
ing, and developing sales prospects 
from clippings. Published by R. H- 
Bacon & Company. 
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